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If your future is concerned with the women’s mass 
market your future is inevitably concerned 
with WOMAN’S OWN —every issue 
aos eee 


— Fn — quarter of all the women in Britain. 


STUART MANDER, ADVERTISEMENT DIRECTOR 
GEORGE NEWNES LIMITED, TOWER HOUSE 
SOUTHAMPTON STREET, LONDON, W.C,2. 
TEMPLE BAR 4363 (40 lines) 


yr aa ce — OO oAgee v Se “hy P eae a, mat aah hai a - : 
- ida “ sd a - 

A 4 cs 

' 

a 
ak 
ay 

ay 2 
‘ ‘ » 
yer 
J 4 
- 
re 
‘ unde Cee Se ee a 
; Lr er: 
: SS Cc 
= js t 
ih a 

“fos iD { 

. = ie: ae 
a eae —e a e. 2 a - 

a aan if ta, tou : oe 
tg EAS : : ae oe, ‘ 
: ace a i Te ; 
: ' (ti Fa . oa =" il " eae i, 5 ear 
Rots Stee, ae oa : . 
‘ la : an es ~ 
” 7 a ee . 
a by 2 pe i na f no i 
bes e S wae: i, = a Set i “a 
a. ie ail ee a 
a i Zi ee a E Ag 3. ‘ 
r ei é " 
4 ” uate y . 4) Rs." a a ; 
a i ' Bugs — 
) fm, E = haa het pew 
i ee GO y 
es Bea Jp eh i ee ane } 
git ie : 5 ‘ ee 
er : a a 
oy ‘ ef ‘S a 
=, ae an % a . E 
a 
ca. ce an + 
4 oe > 

ie — ag 

, ‘ os SS a ee ne Ree” ® ‘ 

: : A PS Cae at ee ' 
ne ee ee”. Se m 
ae i er * : ae a : 
a? Rens yy ; E) . j . "_ 
a aa ape iA cz 

Ne ela aS ee Bs 3 ‘ 

: a ta ee 
‘ aby , aie > 
aa r a 
: “s ~~ Sino orm ie 
es a ai + ia 
a). NPR See 
me or So Bigs 7 
9 2 i . = 
— a 4 a a “ eth: 
. ie 3 \ . See ae : “4 
: > 7: he a ae a ; 
me > a | , es A : om 4 
s ee ‘ es 7 ae 
5 Bey: j ES < * sie ae ae ot : 
oe ve q we ae _ 2% a . ” 4d 
ee ? we ok ee B ‘hoo. aan " ae $ id 5 
, he Se a a al 
+ aa ee) , St an el” - j 
i ee Br ie ee Lo , i ty ’ 
r 4s eS Bee * P odtil - i i Pat 77 ms 
oe eau ety OY 4 CO “i - - a 
a . cat. dvi ge Pa : La re 
i a mors 0 2 7 si 7 ] = = r a ar ‘ 
- ‘ = i : * «Ss Cae 5 
: & > =. 7 : _ ad ; 
‘ : yw . - = ; i ZY a R.. < ope.” a 
— . ms a: ~ ™ \ : 
— Sa a ee a. e's Z aa 
sem cS; = a Se <a a. 
; re ats - E . Z ie 
& ‘ is ea 4 a q 7 pe. Fy . \ 5 et r 
: - z x ss a | a . _ oo is 3 
: i oT 
by ‘ ’ 
7 . . . 
sari 


ADVERTISER'S WEEKLY 


TOP SECRET! 
neti 


Don’t give any- 
thing away... 
before seeing us. 


~ 


We supply every 
kind of adver- 
tising premium. » 


BBC and ITV 


* 
audiences 
Sik, —You say (October 26) 
that “the BBC say that TV sets 


are tuned to ITV programmes for 
63 per cent of the time and 37 
per cent to the BBC.” This is 
not so. 

Our statement 
July/September quarter adults, 
in homes where there are 
receivers which can get both ser- 
vices, spent 37 per cent of their 
viewing time with the BBC and 
63 per cent with the ITA. 

Measurements of adult be- 
haviour and measurements of set 
usage will not necessarily corres- 
pond. Just as, if half the houses 
on an estate are semi-detached, it 
will not necessarily follow that 
half its adults live in semi- 
detached houses. 


is that in the 


R. J. E. SiILvey 

Head of audience research 

British Broadcasting Corpora- 
tion, London, W.1. 


Agencies and 
point-of-sale 


Sir,—Congratulations and good 
luck to the agency who recently 
advertised in ADVERTISER'S 
WEEKLY for an executive to advise 
on the point-of-sale requirements 
of their clients. 

It has long been obvious to us 
in the display world that agencies 
could concern themselves much 
more closely with the planning of 
display to tie-in efficiently with 
their advertising campaigns. 

The appointment of an expert 
to direct point-of-sale cannot fail 


to improve immeasurably the 
overall service given by the 
agency to its clients. I hope this 


lead will be widely followed. 
ANTHONY GORMAN 

Highbury New Park, 

London, 


To The Editor. . 


‘Harmony’ 
between direct 
mail and press 


Sir,—Dennis Yates (October 
19) was quite right in saying that 
one cannot compare press and 
direct mail advertising on a pure 
cost basis. The two media 
have as much in common as a 
lawn mower has to a summer 
house, in that they both contri- 
bute to a similar end but in vastly 
different ways. 

I would also like to point out 
to S. C. Chandler of The Grower 
that I have yet to see the waste- 
paper basket that is reserved for 
direct mail. It will accept all 
forms of unread literature and we 
would be deluding ourselves if we 
failed to admit that in such a 
place The Grower and direct mail 


can sometimes be found in 
transient harmony. 

Whatever Mr. Chandler's 
waste-paper basket opinions are, 
THIS WEEK 
Teletaster reviews the latest com- 
mercials—page 18. 
NEXT WEEK 
Architectural and Building Press 
Survey. 


I can assure him that they are not 
shared by the tens of thousands 
of direct mail users who exploit 
our medium continuously. 
Although figures for this country 
are not available, I would refer 
him to the United States, where 
some 30,000 million direct mail 
shots are posted every year. 

No one is shrewder than the 
American businessman, and I can 
hardly see him spending vast for- 
tunes year after year—£500 
million last year for example— 
simply for the pleasure of filling 
other people’s waste- paper 
baskets. 

J. S. NETTA, 
Managing director, 
British and International 
Addressing Ltd. 
London, N.W.1. 


Individual 


media 


Sir,—First S. C. Chandler, of 
The Grower (in an advertisement, 
September 28) says that advertis- 
ing in his journal is every bit as 
good as “direct mail shots at a 
ha’penny a time,” and then he 
suggests that direct mail is a 
waste of money (October 26). 


In asking the question: “How 
much direct mail goes into the 
waste-paper basket,” he lays him- 
self open for the inevitable thrust 
—how many of his unopened 
journals end up as wrapping for 
fish and chips? 

Mr. Chandler cannot compare 
a rose to a radish, however often 
he repeats himself. Direct mail 
is an individual form of advertis- 
ing, while the trade journal, 
although equally essential, is a 
more common or garden variety. 

Direct mail and press advertis- 
ing can be grafted with great 
success, but transplant one in the 
bed reserved for the other—and 
the answer's a lemon. 

KENNETH MONK. 
Ferndale, 
Glamorganshire. 


ABC figures 
‘interesting’ 


Sirn,—According to C. E. 
Wallis (November 2) Flight is “a 
first-class medium for advertising 
all products of the British aircraft 
industry in every part of the 
world.” 

It would, indeed, be helpful if 
Mr. Wallis could substantiate his 
claim by publishing ABC figures 
for each country where this 
magazine circulates. To me, and 
I dare say to many other agencies 
engaged in export advertising, 
Flight’s ABC figures would be 
very interesting. 

American aviation magazines 
may be very expensive, but at 
least their publishers do not hesi- 
tate to give the kind of informa- 
tion we advertising agencies seek, 
i.e. ABC figures for each territory 
in which their magazines circu- 
late. J. F. Sova, 

Managing Director. 
Havas Ltd., 
London, W.C.2. 


Bad mailings 


Sir,—The form of direct mail 
advertising which consists of 
depositing into letter-boxes un- 
addressed and badly printed 
literature is fast becoming a 
menace to the recipients. The 
practice is growing amongst firms 
from the very largest to the very 
smallest, so presumably it has 
some effect. From me, however. 
these advertisers gain nothing 


but illwill and disrespect. 

ALAN J. ASSHETON 
Wiverton Road, 
Sydenham, 


S.E.26. 
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Marshall 


’ Organisation 


R.u.0O. Lid. 


18 BERKELEY STREET, 
LONDON, W.I 


‘Disinterest’ 
advertisers 


Sir,—Quite recently I seem to 
have been inundated at the office 
with requests from various pub- 
lications to advertise in journals 
in which my firm’s advertise- 
ments have regularly appeared 
for some considerable period. 

Although excuses are given, 
trying to lay the blame upon the 
juniors in the various depart- 
ments of the publishers, I feel 
that such approaches are proof 
of the fact that the publishers 
do not seem to have the know- 
ledge of, nor interest in, their 
advertisers which they ought to 
have in order to render them the 
fullest service. 

May I suggest that a little atten- 
tion on matters of this descrip- 
tion would do much to increase 
the confidence which should exist 
between the advertiser and the 
publisher? 

T. E. TOWNSEND. 
Thrybergh, Rotherham. 


Meaningless 


Sir,—Now, more than ever, I 
see advertisement after advertise- 
ment with the headline, “Now. 
more than ever!” 

On almost every other page of 
all the newspapers and periodi- 
cals I read, this monotonous and 
meaningless phrase appears and 
I turn over the page quickly. 

I thought that it had died long. 
long ago, but who has resurrected 
this awful thing and inoculated 
all the copywriters with its 
poison? 

Would anyone care to own up? 
J should be happy to subscribe 
towards a wreath at the reinter- 
ment. 

K. C. Kenyon, 
Sutton Coldfield, 
Warwickshire. 


————- Gospel 
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Oak Village > 
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Through the RADIO TIMES you reach men who want T'V sets and 


women who'd sooner have washing machines. You reach every other 
kind of man and woman too. Nearly 9 million* households take the 
RADIO TIMES every week. At least 19 million people read it every 
week—9 days a week, from Friday to the following Saturday. There’s 
a lovely mass market for you! Cost-per-reply and cost-per-order 
ratios are better than those of any other medium. There’s pulling 
power for you! You can’t help but— 


sen ramovaw we RADIO TIMES 


* CERTIFIED A.B.C. WEEKLY NET SALES JAN.-DEC. I955 — 


8,800,/19 


TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1. 
CRrcRTI 
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Jack Everett talks advertising : 


Progress Report- 
a successful year 


‘We are just wishing ourselves a happy birthday, as the 
combined Empire News & Sunday Chronicle completes 
its first year of existence. And a very successful year it 
has been. The sale is well over two-and-a-half million 
copies. More than sixty major advertisers are using our 
columns for the first time. 

Now, what of the future? Very bright indeed, by my 
judgment! Ours is a young, family readership (more 
than a third of our readers have children under sixteen). 
This guarantees a high rate of household spending, now 
and in the future. 

Even more significant: as our recently-published 
circulation breakdown shows, 56% of our sales are 
made in the industrial North of England. Here the 
rapid growth of spending-power has opened a com- 
pletely new market for a wide range of products and 
services. That’s why manufacturers of washing 
machines, electric cleaners, shavers and other costly 
appliances, the motor industry, financial institutions 
and foreign travel agencies all figure so prominently 
among our new advertisers. They have realised the 
significance of those trends referred to in the accom- 
panying quotation from The Economist. 

Remember, the North of England is the market in 
which you can increase sales — and the Empire News & 


Sunday Chronicle is the paper through which it can 
be done.’ 


From The Economist, 10th September 1955 


*...by any objective standard the most interest- 
ing social phenomenon of recent years has been 
the growth in what must now be called the 
middle income ranges—between £500 and £1,000 
a year after payment of tax. In 1949 there were 
only 1.9 million people with incomes between 
£500 and £750 net; in 1954 there were 5.8 
million... It is into this category that the 
averagely successful British working man can 
now expect to graduate during and immediatel) 
after his years of heaviest family responsibility... 
This gradual and welcome “Americanisation™ 
of the adult factory worker into what used to be 
considered a middle class standard of living has 
been the most important social development, 
market phenomenon and political influence of 
the past five years.” 


EMPIRE NEWS & Sunday Chronicle 


Net sale over 2+ million: 


outstanding number of new 


Jack Everett, Advertisement Manager, Kemsley House, London, WCIl Terminus 1234 
£16.10.0d. per single column inch, Millinch Rate 1.55d. ABC Net Sale January-June 1956: 2,550,308. 
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IT’S BRIGHTON IN 1958, SAY AA 


Market research, 
IPA dates for 
next year 


Two conference dates for 1957 
have been announced this week. 

The Institute of Practitioners in 
Advertising will hold its second 
National Conference in Bir- 
mingham—at the Grand Hotel 
—from Thursday to Sunday, 
October 3 to 6. 

This recommendation of the 
IPA’s development committee 
was approved at a recent coun- 
cil meeting. 


First-ever 


The Market Research Society 
will hold its first week-end 
conference at Brighton in 
March next year. 

Dates will be Friday to Sunday, 
March 15 to 17. It is planned 
as “a fairly high-level con- 
ference,” interesting senior 
executives from business, 
government departments and 
the universities, as well as 
members of the market research 
profession, says the Society. 

No detailed arrangements have 
been made. 


Agencies and display 


“Every large agency should 
have its own display department,” 
H. S. Peters, of Notley Adver- 
tising Ltd.. told a questioner after 
a Regent Advertising Club lecture 
on Tuesday. The department 
would handle point-of-sale and 
display stands for the agency’s 
clients. 


Advance booking necessary— ‘or 


we wouldn’t get one at all’ 


T HE Advertising Association has already decided where its 
1958 Conference will be held. It will be in Brighton—for 
the fourth consecutive year and the fifth time since the war. 


Leslie Room, director-general of the AA, told ADVERTISER’S WEEKLY 
this week that a booking had had to be made two years in advance— 


“or else we would not be able to have a Conference at all.” 


due to the heavy demand 
throughout the country for 
accommodation for conferences. 

Strong protests were made by 
delegates from the Midlands and 
the North when the proposal— 
later officially confirmed—to hold 
the 1957 Conference at Brighton 
was made at this year’s event. 

Asked if the decision meant 
that Brighton had become the 
permanent home of the AA Con- 
ference, Mr. Room said that the 
1958 booking by no means preju- 
diced the 1959 decision. 

No date had been fixed for the 
1958 Conference, although one 
had been “pencilled in” by the 
AA’s executive and council 
“some two months ago,” said Mr. 
Room. No decision had been 
made on the name of the chair- 
man, or members of the com- 
mittee. 


The AA _ Conferences are 
usually held early in May. Next 
year’s dates are Wednesday to 
Saturday, May 1 to 4. Chairman 
will be G. Vernon Nye, sales pro- 
motion and advertising manager 
of Shell-Mex and BP P Lad. 


_— 


It was 
Chairman for export 


event is named 

Arthur Clarkson, deputy pub- 
licity manager of the General 
Electric Co., is to be chairman of 
the conference committee for the 
Advertising Association’s one-day 
Exports Conference, to be held in 
London in March. 

Church Hall, Westminster, has 
been mentioned as an alternative 
venue to the F Festival Hall. 


OTHER NEWS 
HIGHLIGHTS 


@ Outdoor pee for 
Ad Council 


I 

1 

I 

I 

1 @ BoT committee on 
I overseas fairs... 
1 @ Death of two 

| dailies... 

I @ Festival Films shown 7 
| _ im London... P- 
I 
1 
I 


Graphic Arts— page 77; 
Mainly Personal—page 78 ; 
Current Advertising—page 82 


All-edition ads 

“Larger papers” will make it 
possible for the Daily Telegraph 
to carry all their classified adver- 
tisements in one edition from 
Monday. The alternate-edition 
scheme of A and B editions will 
be discontinued. 


2,375,000 ITV homes now, say TAM 


Television Audience Measure- 
ment Ltd. estimated on Tuesday 
that 185,000 homes in the York- 
shire area were able to receive 
commercial TV from the ITA 
transmitter at Emley Moor, 
which opened on Saturday. 

This figure brings the total of 
ITA homes in the London, Mid- 
lands and the North to 2,375,000. 

Last Saturday night, ITA 
homes in the Emley Moor area 
were tuned for the greater time 
to ITV, say TAM, with the com- 


0 


parative ITV and BBC pro- 
gramme ratings averaging 40 and 
32 respectively. 

And some 98 per cent of all 
homes in the area able to receive 
ITV were switched to indepen- 
dent television at some time 
during the evening. 

Some 91,000 homes—nearly 
50 per cent—were tuned to ITV 
when ITA transmissions started 
at 7 pm, compared with 46,000 
switched to the BBC at the same 
time. 


Read Local 
in Kent 


|Housewives Regularly 


Newspapers 


> KENT MESSENGER 
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Poster industry 


will 


support Ad Council 


‘BUT SEE WHAT WE’RE DOING ALREADY’ 


The poster industry would welcome the opportunity of 
co-operating in the formation of an Advertising Council that 
would voluntarily undertake public service advertising for 
the national benefit, said J. M. Beable, chairman and managing 
director, A.A. Sites Ltd., this week. 


Mr. Beable, who is chairman of 
the charities committee of the 
London and British Poster Ad- 
vertising Associations, drew atten- 
tion to what the industry was 
already doing, and he added: 

“It is somewhat surprising, and 
a little disappointing, to find that 
those advocating this new Adver- 
tising Council appear to be com- 
pletely unaware of what the 
poster industry has already done 
in this direction over a very long 
period of years. 

“Apart from our members’ 
frequent and generous free pub- 
licity to all kinds of local chari- 


This point-of-sale piece is shortly to 

be distributed throughout _ the 

country for the Marley Tile Co. Ltd. 

to demonstrate the applications of 
the new Marleythene Pipe. 


Dutch ads in 


new year-book 


The Dutch paper, Het Vrie 
Volk, has issued 1955 in Adver- 
tisements. This is the fifth edition 
of this year-book, the five books 
having appeared over a period of 
eight years. 

In its 450 pages the volume 
reproduces hundreds of adver- 
tisements under the headings: 
banking and insurance, socia! 
guidance and services; cosmetics, 
chemical and pharmaceutical pro- 
ducts; food and beverages; house- 
hold effects, clothing and foot- 
wear; transport and transport 
industry; and art, culture, educa- 
tion, and recreation. 

A foreword in Dutch and Eng- 
lish tells the history of NV de 
Arbeiderspers, which publishes 


the daily Het Vrie Volk. There 
are illustrations of the organisa- 
tion’s 
work. 


various departments at 


ties and other functions, the 
industry, as a whole, has given 
many thousands of pounds’ worth 
of free space to appeals of a 
national character, and has a 
special committee with a free 
hand to deal with any approaches 
the industry receives from such 
sources. 

“Indeed, many cases have 
occurred where the industry has 
given free space, only to find that 
other advertising has been carried 
out in the press and other media 
on a paid-for basis.” 


Road safety 


The present road safety cam- 
paign being conducted by the 
Royal Society for the Prevention 
of Accidents had had the poster 
industry’s full support, he said. 
About 3,000 16-sheet posters and 
20,000 double-crowns were being 
displayed on the hoardings of the 
members of the associations, at 
no cost to the promoters of the 
campaign, other than the supply- 
ing of the posters, and most of 
them would remain on display 
for the full 13 weeks of the cam- 
paign. 

As regards advising mothers 
and families of the story of polio 
inoculations, here again the poster 
industry had, for several years, 
provided a free poster display of 
thousands of 16-sheet and double- 
crown posters, and was doing so 
at the present moment. 

“The poster interests have, 
therefore, given a lead for many 
years past, but recognises that if 
other advertising media, and the 
agencies, would co-operate in the 
formation of the national council, 
a more intensive campaign could 
be carried out, with still. greater 
credit to the advertising industry 
generally,” he said. 


A view of one of the Passa, 


1956 


NOVEMBER 9, 


Lid. vans, which aims its message not only 


at pedestrians but at people on top of buses and in upper storeys of 
buildings. 


The millionth cooker made by the 
Jackson Electric Stove Co. Ltd. was 
presented to Mrs. Ivy Clayton, a 
blind housewife, by Wilfred Pickles 
in the “Ask Pickles’ programme 
from Nottingham last week. The 
switches and controls had been con- 
verted into braille markings as well 
as the Covkalone Auto Control 
readings. The picture shows Wilfred 
Pickles presenting the cooker to Mrs. 
Clayton watched by Wilfred’s wife. 
abel. 


£1,000 in diamonds 


In “Take Your Pick” on Sun- 
day evening, a prize of £1,000 
worth of diamonds—the biggest 
prize ever offered to listeners to 
Radio Luxembourg — will _ be 
offered for a special contest. The 
programmes are prepared by 
G. S. Royds Ltd. 


Journal to celebrate silver jubilee 
with PR-effort magazine 


To mark its silver jubilee next 
January, Furnishing World will 
publish a new magazine to be 
called Furnishing Your Home. 

It will be on sale to the general 
public, and will carry direct to 
the consumer market the ideas 
and practical experience of the 
furnishing trade itself. 

Each section will discuss one 
aspect of furnishing, and each 
will be written by a famous 
retailer, who will give sound prac- 
tical advice on the choice and 
purchase of furniture and furn- 
ishings. 


“But Furnishing Your Home 
will do more,” says Furnishing 
World. “It will constitute the 
finest public relations for the 
furniture business as a whole.” 


Spots in film show 


Two 60-second 
spots were included in a pro- 
gramme of films screened by 
Basic Films Ltd. recently. 
Entitled “Quarter-inch-Drill” and 
“Orbital Sander” they were for 
Black & Decker Ltd. 


advertising 


Packaging men 
seek more 
members 


With a view to increasing its 
membership, the Association of 
British Packaging Contractors is 
to issue a brochure and to take 
a stand at the Packaging Exhibi- 
tion. 

At the Association's first 
annual meeting last week. K. C. 
Green (K. C. Green Packing Co. 
Ltd.), retiring chairman, said that 
the Association was in liaison 
with the National Union of 
Manufacturers, British Standards’ 
Institution, Printing and Allied 
Trades’ Research Association, 
and the National Association of 
Box and Packing Case Manufac- 
turers on questions relating to 
the industry. 

Mr. Green has been elected 
first vice-president of the 
Association. Officers are: chair- 
man, R. T. Hill, Export Packing 


Service Ltd.; vice-chairman and 
honorary secretary, H. F. Read, 
Lep _‘ Transport Ltd.; and 
honorary treasurer, A. K. 
Spencer, Phipps (Packaging) 
Ltd. 


RADIO TIMES 


ANNUAL 


James Hart, art director of Allar- 

dyce Palmer Lid., designed this 

year's ‘Radio Times Annual” cover. 

In full colour, it is based on the 
BBC's coat of arms. 


es 4 — 
. : s- , a ay 
o 4 -. ge i 
“Sele Oa ge ~ 
ty a 
; se > : 
ee By ay, Song 
* > ag SSap , eo a. 
pA aT a a 
: ie ~y Eas “Chines , es 
~~ : The ¥ ; » 
Go ce, er) 
— eee ey r 7 | 
| * oe —S- ioe 
t oo cee: 7 f m7 
ee 
») — —- 
| 
ARLEPEP ory oe as - 
2 wy + aise: : ‘ t ite K 
= —_ 
2 = 
—_——_ a co 
P| a 
) a 
9, \ Ne i 
Le *e«" J 3 
yd 4 : 
as Bd 
a | 


NOVEMBER 9, 1956 


ADVERTISER'S WEEKLY 


New committee will advise BoT | ae 


on overseas fairs 


INDUSTRIALISTS, EXPORTERS CALLED ON 


The President of the Board of Trade has appointed a com- 
mittee to advise him on overseas trade fairs and exhibitions. 
In the Commons last week he revealed that he had asked the 
Minister of State, Board of Trade, A. M. Low, to act as 
chairman of the committee, which had already held its first 


£80,000 spent on 
Irish savings 
campaign 


Total cost of press advertising 
to date for the savings campaign 
in the Republic of Ireland has 
been £80,290, according to Gerard 
Sweetman, Minister for Finance, 
replying to a question in the Dail. 

His questioner also wanted to 
know why an advertising cam- 
paign had not been conducted in 
weekly newspapers. Mr. Sweet- 
man said that the publicity cam- 
paign was the resonsibility of the 
Savings Committee. 

The placing of advertisements 
to the best advantage, within the 
total allocation made by him, ws 
a matter for the committee, who 
were advised by a voluntary com- 
mittee of advertising agents. The 
campaign had covered Sunday 
papers and weekly provincials as 
well as the daily newspapers. 


BBC’s book and 

film ‘ads’ 

In the House of Commons 
last week, Sir Charles Taylor 
asked the Postmaster-General 
why the BBC, contrary to the 
terms of their charter, allowed 
gramophone records, books and 
films to be “advertised” on 
radio programmes; and what 
payment they received for these 
advertisements. 

Cc. J. M. Alport, Assistant 
Postmaster-General, in a written 
reply, said that the BBC's prac- 
tice over gramophone records. 
books and film reviews was 
not contrary to the terms of 
their charter or their licence and 
agreement. These broadcasts did 
not constitute commercial adver- 
tisements, and the Corporation 
received no payment. 


Need for film 
collaboration 


Dudley A. Freeman, of the 
Freeman Film Co. Ltd., of Man- 
chester, spoke to the October 
meeting of the North-West branch 
of the Society of Diploma Mem- 
bers of the Advertising Associa- 
tion on the problems of film 
production as they affect the ad- 
vertiser, his agent and the film 
company. Mr. Freeman empha- 
sised the necessity for greater 
collaboration and understanding 
between the agent and producer. 


meeting. 

In addition to senior repre- 
sentatives of the Foreign Office. 
Commonwealth Relations Office 
and Board of Trade, the com- 
mittee includes R. P. S. Bache, 
managing director, George Salter 
& Co. Ltd. and Birmingham 
representative on the board of 
the BIF; J. E. C. Bailey, of 
Baird & Tatlock (London) Ltd., 
and president, Scientific Instru- 
ment Manufacturers’ Associa- 
tion; W. B. Beard, secretary, 
United Pattern Makers’ Associa- 
tion; Sir Ernest W. Goodale, 
chairman, Warner & Sons Ltd., 
and chairman, BIF Ltd.; John 
McLean of George Wills & Sons 
Ltd., export merchants ; F. Ros- 
tron, export sales manager, 
Ferranti Ltd., and member of the 
Manchester Chamber of Com- 
merce ; Sir Cecil Weir, chairman, 
British Tabulating Machines Co. 
Lid.; and W Worboys, a 
director of ICI and chairman of 
the Council of Industrial Design. 

They are serving as individuals 
and not as representatives of 
bodies. 

The new committee is a recon- 
stitution, with extra powers, of 
an exhibitions advisory com- 
mittee that has existed since 1948, 
and of which Sir Ernest Goodale 
and Sir Cecil Weir were members. 


@ As reported last week, this 
month’s issue of Business 
carries a survey warning of our 
exporters’ failings overseas, and 
criticising the way in which 
= opportunities are being 
ost. 


P. A. G. Brown, J. A. Pentecost 
(centre) and C. Imrie Jupp (right) 
of A. Boake Roberts & Co. Lid. at 
their stand at the Dairy Show, which 
was awarded the “Farmer & Stock- 
Breeder's” Challenge Trophy for the 
best trade stand on the ground floor. 
The stand was designed by Mr. Jupp. 


One of the many pavement artists 
who have produced what is claimed 
to be the first advertisement on 
London's pavements. It is for Voice 


& Vision Lid.’s clients, Summit 
Games Lid., of Leeds, manufac- 
turers of the boxed game, Tonga. 
The “insertions” are (rain permit- 
ting) daily, and are scheduled to 
appear for some time. i 
declined this week to reveal either 
space rates or estimated viewership. 


Sports posters: 
‘No grounds’ for 
more control 


Lancashire County Council has 
investigated the question of pos- 
sible “indiscriminate outdoor 
advertising” by newspapers at 
sporting events in the main 
centres in its district, including 
football and cricket grounds 
where international and other big 
games are played. 

It now reports that any such 
types of advertising were re 
moved after the sporting events. 

The Council's planning com- 
mittee adds: “There is not suffi- 
cient justification for representa- 
tions at present for further legis- 
lation to control this form of 
advertising more stringently than 
is already possible.” 


Norwegians planning 


new export journal 


The Norwegian Export Council 
will publish a quarterly journal in 
English next year. The editor of 
the journal will be O. F. Knudsen, 
since the war press officer to the 
Norwegian Embassy in London. 
So far the journal is “still in the 
planning stage” but a spokesman 
at the Embassy said this week 
that it would have about 48 
pages, of which approximately 
two-thirds would be advertise- 
ments and one-third editorial. It 
is hoped that the first issue will 
be out in March. 


| 


No address in 
winding-up 
petition ad 


Mr. Justice Roxburgh, in the 
Chancery Division on Monday, 
had before him a petition for the 
compulsory winding-up of 
Richard-Stannley (Advertising) 
Ltd. presented by the Sun Engrav- 
ing Co. Ltd. 

J. Monckton, for the peti- 
tioners, said the respondent com- 
pany desired an adjournment for 
two weeks and this was not 
opposed. R. Hunt appeared for 
a supporting creditor. If the 
matter was settled it might be 
that no order would be sought on 
the petition. 

Mr. Justice Roxburgh said the 
advertisement of the petition had 
not complied with the rules of the 
court, because the address of the 
petitioners was omitted. 

The case must not be restored 
to the list until the petition had 
been re-advertised but if the 
matter was settled it need not be 
restored. He was not ordering 
re-advertisement and the parties 
might like to get rid of the matter 
by negotiation. 

Mr. Hunt said his client had 
the right to be substituted as the 
petitioner. 

His lordship: “If you want to 
be substituted I shall order you 
to re-advertise; I also give Mr. 
Monckton leave to apply for the 
Petition to be dismissed.” 


PWP in Knightsbridge 


F. C. Pritchard, Wood & 
Partners Ltd. are to move to the 
new building that is now being 
erected opposite Knightsbridge 
Barracks. They do not expect to 
leave their present address in 
Savile Row until about March, 
1958. It is understood that 
another London agency will also 
move to the new building. 
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ADVERTISER’S WEEKLY 


Death of two Westminster Press 


provincial dailies 
MERGED WITH OTHER JOURNALS 


Two daily papers in the 


Westminster Press Provincial 


Newspapers group—the “Yorkshire Observer” and the “Birm- 


ingham Gazette”—ceased to 
week-end. 

The Birmingham Gazette has 
been taken over by, and combined 
with, the Birmingham Post. The 
title of the Yorkshire Observer 
has been incorporated in that of 
the Telegraph and Argus, Brad- 
ford. a Westminster Press evening 
paper which is being enlarged to 
accommodate some of the main 
features of the morning paper 
and the news coverage of which 
will be widened for the benefit of 
the local textile and other trades. 

The Yorkshire Observer 
Budget, a family weekly, has also 
ceased publication. 

Increased costs are blamed for 
these decisions. 

The boards of the Birmingham 
Post & Mail Ltd. and the Birm- 


the new 
Copyright Act 


How are television agencies 
that use a monitoring service for 
the information of advertisers 
affected by the new Copyright 
Act? : 

The Act provides that “if any- 
one makes a print, negative, tape 
or other article on which the film, 
or part of it, is recorded, without 
proper permission, then he is in- 
fringing the owner's copyright 
(ADVERTISER'S WEEKLY, Novem- 
ber 2). 

Fergus Cashin, a director of 
Television Press Agency Ltd., 
commented this week: ; 

“As a monitoring service, we 
are studying the points in the 
Copyright Act that affect TPA. 
Our main business—the compil- 
ing of lists of commercials, etc., 
criticisms, news stories, news pic- 
tures, and full reports of contro- 
versial unscripted discussions— 
are not affected by the Act. 

“As for the ‘taping and film- 
ing’ of television material, we 
have so far studiously avoided 
the infringement of creative 
talent. We have sold film and 
tape, but only as part of our ser- 
vice. 

“The advertiser may want to 
see an advertising film or hear a 
record purely to study the tech- 
nique and power of that particu- 
lar spot. We provide him with 
that opportunity. 

“In the written medium he can 
study his rival’s technique with 
the aid of a pair of scissors. In 
television he can do exactly the 
same by filming and recording the 
spot in private, without infringing 
the Act.” 


exist as separate entities last 


respective shareholders a merger 
of their financial interests. 

Under th’s proposed arrange- 
ment the Birmingham Post & 
Mail Ltd. will acqu‘re all the 
shares of the Birmingham 
Gazette & Despatch Ltd., while 
the present shareholders (i.e. 
Westminster Press Provincial 
Newspapers Ltd.) of the latter 
company will take a financial 
interest in the Birmingham Post 
& Mail Ltd.. which will continue 
to be controlled by Lord Iliffe 
and members of his family. 


Reshaped board 


On the completion of | this 
merger the board of the Birming- 
ham Gazette & Despatch Ltd. 
will be reconstituted, and also 
two of their present directors, 
R. P. T. Gibson and W. B. 
Morrell. will join the board of 
the Birmingham Post & Mail Ltd. 
Mr. Morrell and Charles Fenby 
will remain on the board of the 
Birmingham Gazette & Despatch 
Ltd. 

Mr. Gibson is chairman of the 
Birmingham Gazette and Des- 
patch Ltd., and vice-chairman and 
joint managing director of West- 
minster Press. Mr. Morrell is 
manag'ng director of the Birming- 
ham Gazette and Despatch Ltd.. 
and Mr. Fenby is a director and 
editor-in-chief of that company. 

The newspaners associated with 
the Birmingham Gazette—the 
Evenine Despatch, Sunday Mer- 
curvy, Sports Argus and Sporting 
Buff—will continue normal publi- 
cation. 

The Northern Echo, Darling- 
ton, is now the only morning 
paper in the Westminster Express 
group. (See Comment, page 16.) 


‘Motor Show’ in 


Waterloo 


The Dispatch Motor Co. Ltd. 
rented a site in Waterloo Road, 
London, S.E.1, for a tented show- 
room in which the Ford range of 
cars and commercial vehicles 
were on view last week. A com- 
mercial TV spot-on the night 
before the opening advertised the 
show, and free refreshments were 
provided for visitors. 

A spokesman for the company 
said last week-end that the show 
was merely a “flag-waving effort” 
to get the name of Dispatch 
Motors known. It was intended 
to spend “a large sum” on adver- 
tising next year. 

Fords supplied the vehicles for 
the show—which cost just over 
£2,000—and designed leaflets. 


| BDMAA SPEAKER | 


ae 
ai 
Joseph Binns addresses BDMAA 
members. Seated are (left) W. A. S. 
Camp (chairman) and Leslie Harden 
(former vice-chairman). 


Short mailing list 
‘more efficient’ 


How he increased the efficiency 
of his mailing list by drastically 
reducing its size was described 
to the British Direct Mail Adver- 
tising Association by Joseph 
Binns, of General Trade Equip- 
ment Ltd., in a luncheon talk 
recently. 

“If you take the whole of any 
list and examine it, you will find 
that your own knowledge will 
be amply sufficient to enable you 
to make a substantia! dent in it,” 
he claimed. 

He agreed with a questioner 
who suggested that the quality of 
a mailing list was much more 
important than the number of 
names involved. 

Mr. Binns was introduced by 
the chairman of the BDMAA, 
W. A. S. Camp, who described 
mailing lists as “the Achilles heel 
of our business.” 
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FURNISHERS TOLD: 


‘You can’t afford 
not to use 


advertising’ 


Speaking on “Advertising for 
the Smaller Retailer” to a South- 
ampton meeting of retailer fur- 
nishers, Allan Plowman said last 
week that while it was “almost 
impossible” to measure the results 
of advertising, business was so 
competitive that no _ furnisher 
could afford not to advertise. 

“If the retailer does not shout 
the virtues of his wares the man 
next door will do so and take 
the trade away,” he said. 

Mr. Plowman, who is editor of 
Display, was addressing the 
annual meeting of the Southern 
area of the National Association 
of Retail Furnishers. 

“Energy spent on publicity is 
not wasted,” he said. “Your 
advertising can be none the less 
profitable for being as dignified 
as the trade which you are rightly 
proud to pursue.” 


‘Plugging away’ 

Mr. Plowman said that spas- 
modic advertising was “no use.” 
The big advertisers “plugged 
away” at one theme until it 
became part of one’s sub-con- 
scious. But if they were going 
to repeat themselves they must 
make sure that what they had to 
say in the first place was worth 
saying. 

On the question of cost, he said 
that the first thing to decide was 
not how much money to spend, 
nor what proportion of turnover 
should be devoted to advertising, 
but precisely what it was they 
were to sell. 

And he recommended retailers 
to take advantage of the ever- 
increasing number of national 
promotion campaigns. 


UNDER-WATER SCOOTER AT SHOW | 


i go ¢% 
ational Cycle and 


Motor-cycle Show which opens at Earls Court tomorrow (Saturday). It will 
be the stand for Douglas (Kingswood) Ltd., makers of Vespa motor 


scooters. 


Designed and constructed by Leon Goodman Displays Ltd., in 


conjunction with G. Street & Co. Ltd., the makers’ advertising agents, the 


main exhibit will be a large aquarium. 
will be Father Neptune, accompanied 


Seated within, on a Vespa scooter, 
by a large number of live fish. 


Another part of the stand will include a riderless Vespa which, without 
visible means of propulsion, will emerge from a garage, travel along a 
short track and return to its garage. 
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Film ad talent ‘winning friends 


for advertising’ 


LONDON SHOWINGS OF ISAS WINNERS 


The Warner Theatre, Leicester Square, was completely 
filled by an audience of advertisers and agents on Thursday 
of last week for the screening of films that won prizes at the 
Third International Advertising Film Festival held at Cannes 


we 


A scene from “Put Una Money For 
There,” which won the Grand Prix 
a'ISAS at Cannes, and which was 
among prizewinning advertising films 
screened in London last week. It 
was produced by W. M. Larkins & 
Co. Lid., for Barclays Bank. 


in September. 

So many applications for 
attendance had been received that 
it was necessary to hold a second 
screening on Friday. A total of 
2.600 saw the London shows. 

Ernest Pearl, president of Inter- 
national Screen Advertising 
Services, who sponsored the 
Festival, said that it was intended 
to repeat the show in_ several 
provincial centres. He also paid 


‘MORE CO-OPERATIVE ADS ARE 
NEEDED, CONFERENCE TOLD 


Over 200 representatives of 
member-firms of the British Elec- 
tric and Allied Manufacturers’ 
Association attended the first 
BEAMA Publicity Conference at 
the Connaught Rooms. Object of 
the conference was to bring to- 
gether those in BEAMA firms 
engaged in publicity, advertising, 
press relations, etc., and “provide 
an opportunity for discussing 
mutual problems in these fields,” 
said an official statement after- 
wards. 

The speakers covered “Print and 
Its Uses,” “Publicity for the Elec- 
trical Industry,” “Advertising and 
Its Problems,” and “Exhibitions 
and Overseas Publicity.” In the 


New look for 
‘Indicator’ 


The Indicator has been con- 
verted by W. J. Brittain into a 
national weekly paper. Founded 
in 1867, The Indicator was for 
many years a small local daily. 
Mr. Brittain turned it into a 
weekly when he acquired it after 
the last war. 

Now, as a national weekly, it 
will lay particular emphasis on 
industrial news and articles. An 
editorial states that the paper will 
not become a daily. 

Priced 3d., The Indicator claims 
at present a sale of about 10,000. 
The advertisement rate is £1 per 
inch. 


Translation charge 


As most of the foreign news- 
papers represented by Albert 
Milhado & Co. Ltd., now charge 
them for translating classified 
advertisements, Milhado state 
that they, also, are now obliged 
to charge for translating adver- 
tisements. These charges will be 
about Is. in the £, with a mini- 
mum of 2s. 6d. 


afternoon there was a “Hobby- 
Horse” session. 

Summing-up the conference, the 
chairman, C. H. Alsop, said that 
it had made it “abundantly clear” 
that technical publicity was a 
highly specialised job. 

“Some manufacturers in our 
industry do not realise the big 
difference between advertising to 
the technical and the lay public, 
and in some cases do not give 
sufficient cognisance to this differ- 
ence in their sales organisation.” 


Press knowledge 

The publicity man’s real job 
lay in fostering the healthy de- 
velopment of his firm’s business 
as a whole. He should know 
something of the trade organisa- 
tions of which his firm was a 
member, and he had to acquire 
a very wide knowledge of the 
technical and trade press. 

“Above all, the publicity man 
must be a specialist in all the 
technicalities of his profession,” 
said Mr. Alsop. 

Speaking at the luncheon dur- 
ing the conference, Col. B. H. 
Leeson, director of BEAMA, 
said that he thought that more 
collective publicity was desirable 
towards helping the industry as a 
whole. He wanted the young to 
be inspired by the attractive pos- 
sibilities offered in the electrical 
industry. 

On the previous evening there 
was a special film show attended 
by nearly 100 delegates, at which 
K. R. Lockhart Smith presented 
a varied programme of films 
showing the value of film in in- 
dustry. 

Delegates attending the confer- 
ence were asked to fill up a 
questionnaire expressing _ their 
views on the advisability of 
making this an annual event. 


Early replies indicated strong 
support for the holding of future 
publicity conferences, says 
BEAMA. 


a tribute to Peter Taylor, organ- 
iser of the Festival. 

Lt. Col. Alan M. Wilkinson, 
president of the Institute of Prac- 
titioners in Advertising, who was 
president of the Festival jury, 
outlined the qualities of selling 
impact, originality, general effec- 
tiveness, and artistry, on which 
the films were judged. 

He added that, in spite of the 
fact that they reached a very high 
standard, the winner of the Grand 
Prix dISAS had had a “runaway 
victory.” 

Col. Wilkinson said he was 
convinced that the Festival had 
now come to stay. It attracted 
the cream of the producers of the 
whole advertising world, and the 
talent that came into film adver- 
tising and overflowed into tele- 
vision would win good friends for 
both of them and for advertising. 

Congratulating ISAS, and its 
president, Mr. Pearl, who had 
“done so much to build up the 
Festival,” he said that the films 
were so good that the public were 
fortunate to get this entertainment 
for nothing. 

Before the screening of the 
prize-winning films, ending with 
the Grand Prix winner, “Put Una 
Money for There,” made by 
W. M. Larkins & Co. Ltd. for 
Barclays Bank, “Screenagers,” a 
Pearl & Dean study of the screen 
as an advertising medium, par- 
ticularly to the 16-24 age group, 
and the Festival Newsreel, show- 
ing some of the delegates and 
events, were shown. 


Sir Thomas Williamson, chairman, 
TUC, speaks at a Mansion House 
luncheon’ to launch the National 
Appeal for Youth, sponsored by the 
“Daily Telegraph” on behalf a the 
National Association of Mixed lubs 
and Girls’ Clubs. On his right is 


Sir George Wilkinson, Lord Mayor 
locum tenens. 


ADVERTISER'S WEEKLY 


The 
Sunday evening TV 
“Family Magazine,’ Daphne Padell 
received 5,000 letters and postcards 


day after one of her latest 
programmes, 


from viewers in connection with 

products advertised in the show, and 

also entries to the competition in the 

programme. The programme is 

produced by TV Advertising Ltd. 

Above is Miss Padell with some of 
her mail. 


New 1957 rates 
for ATV, ABC 


New rate cards for 1957 have 
been issued by Associated Tele- 
Vision, Ltd. and ABC Television, 
Ltd. ATV’s will come into force 
on January 1, and ABC TV’s on 
February 2. Both show little 
change to the existing rates and 
structures. 

Both contractors have con- 
sidered summer bonuses. ATV's 
solution is to amend rates in cer- 
tain segments—as the changes in 
viewing habits differ in London 
and the Midlands and at certain 
times of the day, say ATV—while 
ABC TV will offer a 20 per cent 
discount. 

ATV's changes will take effect 
from June 16 to September 14, 
and ABC TV's discount will be 


available from June 15 to 

September 8. ve x 

McConnell’s 40th 
anniversary 


To celebrate the 40th anniver- 
sary of the founding of 
McConnell’s Advertising Service 
in Dublin the board held a press 
party in the Moira Hotel, Dublin, 
on Monday. The chairman, 
Charles E. McConnell, welcomed 
the guests and thanked them for 
their co-operation through the 
agency's history. 

The occasion was marked by 
the presentation by Mr. 
McConnell, on behalf of the 
board, of Savings Certificates to 
members of the staff. 


New research unit 


The domestic appliances and 
television division of the English 
Electric Co. Ltd. now has its own 
market research unit. Heading 
the unit is K. G. Miller, who 
transferred from the commercial 
manager's office at Liverpool, 
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New Fellows of 
IPA elected 


The council of the 
Practitioners in Advertising has 
elected the following as Fellows: 
Maj. Gen. J. A. M. Bond (London 
Press Exchange Ltd.), S. J. G. Chip- 
perfield (G. Street & Co. Ltd.) 
P. M. Edgell (Notley Advertising 
Lid.). Aubrey D. Ensom (Spottis- 
woode Advertising Ltd.), J. M. 
Greenwood (James M. Greenwood 
Advertising Lid.), Mrs. V. Golds- 
worthy (Central Advertising Service 
Ltd.), E. Heselton (Heslock Ltd.). 
G. A. Hoffmann (Longiecys & Holl 
mann Ltd.). A. N. Holden (A. N 
Holden & Co. Lid.), R. N. Mac- 
Donald Menzies (Peter A. Menzies 
Advertising), F. A. Nicholson 
(Legget Nicholson & Partners Ltda.) 
L. F. Stinton (Napper, Stinton. 
Woolley Ltd.). Norman Sutherland 
(Cc. J. Lytle (Advertising) Ltd.), 
G. C. Warren (W. S. Crawford Ltd.). 
and H. S. H. Wells (Graham & 
Gillies Ltd.). 

* 


Institute of 


* * 

J. K. Goodwin is leaving the sales 
promotion and publicity department 
of the National Trade Press Lid 

* * . 


Peter Gant, copywriter and the 
Regent Advertising Club’s creative 
group chairman, has left Clifford 
Bloxham and Partners Ltd. to take 
up his new duties as copywriter al 
Foote, Cone & Belding Lid 

* * * 


Gilbert F. Pollard, who was with 
McConnell’s Ltd. (Dublin) for 
nearly 28 years, becoming a director 
and production manager. and who 
left. last December. has _ joined 
BOAC as assistant advertising man- 
ager. Alee J. Jones, who has been 
acting advertising manager since 
May. has been confirmed in that 
appointment. 

. * 

R. E. Bett, managing director of 
Nelson Advertising Service Lid 
arrived in New York this week for 
a business tour in the USA on 
behalf of Nelson clients 

* * * 

Gordon Wilson, a director of 
Smiths Advertising Agency Lid.. 
addressed three meetings on adver- 
tising in 36 hours. His speeches 
were made in the West Country. at 
two public schools—Queens Col- 
lege and Wellington, and at the 
Taunton Rotary Club. 

* * * 


J. H. Brebner, public relations 
adviser to the British Transport 
Commission, has been appointed a 
non-resident director and a_ vice 
president of British and Irish Rail 
ways Incorporated, the organisation 
which represents in the United 
States and Canada the transport 
and hotels interests of the British 
Transport Commission and __ the 
Irish Railways 


J. Blenkinsop 


2 News About 2 


John Bilenkinsop is leaving the 
Daily Mirror group to join the 
advertisement staff of John Bull. 
Previously with George Newnes 
Lid.. Mr. Blenkinsop became a 
senior representative on the Sunday 
Pictorial in 1953. He was appointed 
assistant advertisement manager of 
Woman's Sunday Mirror when the 
paper was started in January, 1955. 

. * * 

G. O. Nickalls, joint managing 
director of Alfred Pemberton Ltd.. 
will be flying to Australia on Sun. 
day for a month’s visit. During his 
stay Mr. Nickalls will be visiting a 
number of Alfred Pemberton’s con- 
tacts. Before returning to London 
he will also act as an international 
judge at the Olympic Regatta on 
Lake Ballarat. 

7 a 

lan G. Rae, who joined Greaves 
& Thomas Ltd. as PRO in April of 
this year, has now been appointed 
advertising and publicity manager 
He will continue to be responsible 
for the PR side of the company’s 
activities. 


‘ . . . 
Sells’ creative chief 
New creative director at Sells 
Lid. is Vienna-born Herbert L. 
Suslak. He was formerly art direc- 
tor of Mather & Crowther Ltd. 
Previously he held appointments 
with F. C. Pritchard, Wood & 
Partners Lid., Armstrong-Warden 
Ltd.. Max Ritson & Partners Lid 
and Odhams Press. 
* > + 
Howard C. Mounsey, persona! 
assistant to Bertie Joel, chairman of 
the Kemp’s Group of Publishing 
Companies, has been appointed chie! 
liaison officer between the various 
companies within the group. 
* * * 


Alan Eden-Green, director of 
public relations at Josiah Wedgwood 
& Sons Lid.. and T. H. Traverse- 
Healy, public relations manager and 
director of F. C. Pritchard, Wood 
& Partners Lid., have been elected 
Fellows of the Institute of Public 
Relations. 

* - 

George Todd, |ecturer in indus 
trial psychology at the Scottish Col- 
lege of Commerce, Glasgow. has 
been appointed PRO by the Scottish 
Council (Development and Industry) 
He will take up his duties in 
December. 

* 7 * 

A. W. Devine has joined the 
media department of Colman, Pren 
tis & Varley Ltd. as a press space 
es from Masius & Fergusson 

td. 


Named ad manager 


of record firms 


Peter R. Wiseman has 
Cricket Records (London) Ltd. as 
advertising manager with responsi- 
bility for the visual appearance of 
all recorded products turned out by 
the Children’s Record Co.. Record 
Sales Lid.. and other associated 
companies. He was previously with 
R. W. Luckins Ltd... as general man- 
ager. for three years 

* * 


joined 


* 

Pat Dolan, chairman of Dolan 
Davis Whitcombe & Stewart Ltd.. 
has left for a month in the United 
States and Canada. He expects to 
take a look at the detailed workings 
of the Advertising Council, as well 
as to confer with clients. He will 
be back early in December. 

* * 

Hans Fluijt has recently joined 
Newsweek as continental representa- 
tive for France. Switzerland. The 
Netherlands. Belgium, Italy. Austria 
and Spain. He previously worked 
for Erwin Wasey & Co. Lid. as an 
account executive in their export 
department. 

. * oo 

Colin Turner, managing director 
of Colin Turner (London) Ltd. and 
associated companies, has left Lon- 
don for a world tour. He is visiting 
New York, Cuba. British Guiana 
Trinidad and the Windward Isles 


S. H. Luey appointed 


a BBC ad manager 


S. Howard Lucy has been ap- 
pointed advertisement manager of 
London Calling and the BBC's sup- 
plementary publications. He joined 
the BBC advertisement department 
in 1930. 

(See Mainly Personal—page 78) 

* * * 


John L. Robertson, who has been 
manager of the Leith office for more 
than 20 years, has retired after more 
than 30 years’ service with the 
Edinburgh Evening News. 

- . . 

Philip H. Bennett has joined 
Crane Publicity Ltd. as an account 
executive. He will concentrate on 
the agency's technical accounts. 
Since 1952 he has been senior 
account executive with Alfred Bates 
& Son Ltd.. and before that was a 
director of Murray-Watson Ltd 

* 

Harper's Bazaar has appointed 
Mrs. Margaret Ross as merchandise 
editor Mrs. Ross has been asso 
ciated with the retail fashion trade 
for 10 years. 


P. H. Bennett 
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The Minister of Transport, Mr. 
Harold Watkinson, congratulates 
prize-winners of the “Evening 
Standard” Design for Safety Poster 
Competition, Lesley Ann Watson 
and Robert Bingham. An exhibi- 
tion of entries was held last week. 
* * . 

James Phillip Landergan, who 
has been with the Western Morning 
News Lid. since 1946 as London 
advertisement representative, has 
joined the staff of the Universe, in 
the same capacity. 

* * * 

At the annual meeting of the 
Alliance Graphique Internationale 
(AGI) in Paris. Ashley Havinden 
was elected president of the Associa- 
tion in succession to Jean Carlu. 
At the same session, Edward Bawden 
was elected a member of the AGI 

* 


Mrs. Norah Owen, joint manage: 
of W. S. Crawford Lid.’s_ public 
relations women's division, and 
Michael Manton, account executive. 
are leaving for New York. where 
they will spend three weeks to study 
the openings and present potentiahi- 
ties of Acrilan, the new fibre 
developed by the Chemstrand Cor- 
poration 

* * * 

A. J. Burkart has been appoinicd 
group executive with London 
Press Exchange Ltd Before join- 
ing LPE he was director of 
developments at the National Maga- 
zine Co.. Ltd.. and was formerly 
with Hulton Press from 1947 to 
1982. 

* * * 

Colin Byers has joined Pictorial 
Publicity Ltd. as space buyer. He 
went to Maxwell Clarke Lid 
recently for eight weeks. He was 
formerly with Colman, Prentis & 
Varley Lid... where he was space- 
buyer in the media department for 
two years. He began his career in 
the production department of the 
J. Walter Thompson Co. Lid 


OBITUARY 
A. P. Wadsworth 


A. P. Wadsworth, editor of the 
Manchester Guardian from 1944 
until he retired last month, died on 
Sunday. He joined the paper in 
1917 from the Rochdale Observer. 
In 1932 he became chicf leader- 
writer and was appointed editor in 
1944, on the death of W. P. Crozier. 
He was a director of the Manchester 
Guardian and Evening News Ltd. 

A memorial service was held at 
St. Ann’s Church, Manchester, on 
Wednesday. 


E. G. Baxter 


E. G. Baxter. formerly advertise- 
ment manager of a number of 
Amalgamated Press journals, died at 
his home in Grange Park on Tues- 
day. He was 78. He retired from 
Amalgamated Press at the end of 
1953 after many years with the com- 
pany and following 60 years’ asso- 
ciation with Fleet Street. 
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Son-in-law 


Married Daughter 


Daily Help 


Teenage Daughter 


Spot 


Schoolboy Son 
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mother is the base of family spending 


MOTHER SHOPS FOR 
Dad, schoolboy son and Spot 


MOTHER ADVISES 


Married daughter; son-in-law 


MOTHER INFLUENCES 
Teenage daughter, daily help 


TODAY Mother is the keystone of all the family’s 
buying habits. If you're interested in catching 
Mother's eye, take space in AP HOME MONTHLIES. 
For these are the magazines that Mother buys and 
takes home; the magazines she reads, re-reads, 
believes in, trusts. 


WOMAN AND HOME 
MY HOME 


WIFE AND HOME 
HOME 


A.P home monthlies go home to mother 


A. W. BURNETT Advertisement Director The Amalgamated Press Lid The Fleetway House 


Farringdon St E.C.4 Central 8080 
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ADVERTISER'S WEEKLY 


95 art students work 


part-time in agencies 
‘IMPORTANT SERVICE TO ADVERTISING’ 


George Plante, creative director of Young & Rubicam Ltd., 
and retiring president of the Advertising Creative Circle, told 
last week’s annual meeting of the Circle that in the past year 
more art students had been placed in advertising agencies for 
a “working pre-view” during their school holidays than ever 


before. 

A total of 25 agencies had co- 
operated in the scheme, sponsored 
and organised by the Creative 
Circle, under the direction of 
council member Percy Jackson, 
and 95 students had participated. 
In fact 146 places in agencies had 
been offered, 51 more than the 
students available. 

“I feel sure,” said Mr. Plante, 

“that this is a most valuable 
service to advertising generally. 
The more art students who can 
have actual experience, while 
they are still learning, of what it 
is like to work inside an agency, 
the better—both for themselves 
and for the agencies to whom, 
eventually, they will apply for 
jobs.” 

Referring to art school train- 
ing, Mr. Plante said: “It had 
been suggested that it might be a 
logical development for the Circle 
to form an advisory body to work 
with the authorities and advise on 
the curriculum in art schools. 


A moving display has been produced 
by the Goodyear Tyre & Rubber 

0. (Great Britain) Lid. in support 
of their current advertising campaign 
“Any way you look at it, Goodyear 
is your best tyre buy.”” The display 
is fitted with a _ battery-operated 
electrical movement which causes the 
head to move and the eyes to roll 
from tyre to tyre. The display was 
designed and produced by Clements 

Brothers (Displays) Ltd. 


“On examination we found 
that this was not a practical sug- 
gestion. The Circle is not in a 
position to tell fine artists how to 
work, and neither is it our wish 
to lay down a curriculum solely 
to teach students commercial art. 
It would seem that it is better to 
let the art schools teach the 
students how to draw, paint and 
design, and generally cultivate 
their intellect, so that they will 
have a sound basis for eventual 
specialisation.” 

It would then be the responsi- 
bility of the advertising business 
to develop ae train the suitable 
artists. 


“Biggest project’ 

In his president’s report, Mr. 
Plante referred to the Art in 
British Advertising Exhibition, 
which had been staged at the 
Suffolk Galleries last November, 
s “the biggest single project ever 
attempted by the Circle and one 
of the most successful.” 

Not only had it shown how 
much good taste and good art 
were presented to the public 
through advertising, but it made 
the BBC and the national press 
talk about advertising “in a 
friendly way—for a change.” 

Requests had been received 
from the Union of South Africa, 
Australia and New Zealand for 
the exhibition, but this had not 
proved possible. 

“Even so, I believe we achieved 
more goodwill for the advertising 
business as a whole in that ex- 
hibition than from any campaign 
protesting how good we are. 
Advertising has much to be 
grateful for to our founder mem- 
ber George Pope and to The 
Times, who made it financially 
possible,” said Mr. Plante. 

New officers of the Advertising 
Creative Circle elected at the 
meeting which preceded the 
dinner were—president: J. L. 
Beddington; vice - president: 
Lindley Abbatt; honorary treas- 
urer: Ronald Barton (replacing 
Alan Martin-Harvey, who had 
served in this capacity for five 
years); council members: Alan 
Kirby and Howard Barnes. 


Cleaners’ ad panel 


“Good advertising tells the potential 
consumer what he or she wants 
to know about the benefits to him 
or her of your service, not what 
you want to say about your ser- 
vice,”’ F. A. Nicholson (standing), 
managing director of Legget 
Nicholson & Partners, told mem- 
bers of the London and Southern 
Dyers and Cleaners at their sales 
conference at the Caxton Hall, 
London, last week. 

Mr. Nicholson, who was taking part 
in a brains trust on .“How to 
Widen the Dry Cleaning Market,” 
added that the only true economi- 
cal advertising was that which 
made a second and third sale— 
“in short, creates a habit.” 

Other members of the panel were 

. A. Humphries of Associated- 
Rediffusion Ltd. (second from 
right), Norman Miller, director of 
Radiovision Ltd. (left), and Miss 
Hannah Newlands, public rela- 
tions officer, National Federation 
of Dyers and Cleaners (right). 
Chairman was Lt. Col. Norman 
Smith, sales director of Achille 
Serre Ltd. (centre). 


Agencies move 


Clifford Bloxham & Partners 
Ltd. have completed a new floor 
as an addition to their existing 
offices at Lion House, Red Lion 
Street. W.C.1. This has enabled 
the media and accounts depart- 
ments to move back to the above 
address from Gwydir Mansions, 
High Holborn, where they have 
been located for the past six 
months. 

Growth of David Macaulay 
Advertising Ltd. during the last 
four years has made it necessary 
to move to larger premises. The 
agency has acquired the top floor 
of Wigmore House, on the corner 
of Wigmore Street and Duke 
Street, and will move to these 
new premises next Friday. 
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IPA’S ONE-DAY 
CONFERENCE 
PROGRAMME 


On Friday of next week the 
Institute of Practitioners in Ad- 
vertising holds its New Members’ 
One-Day Conference at 44 Bel- 
grave Square. 

After a speech of welcome by 
the president, Lt. Col. Alan M. 
Wilkinson, there will be: 

Speeches by the chairmen of 
committees ; examples of letters 
received in a recent day's post, 
with the Institute staff explaining 
the action taken; a lecture on 
“The importance of the Institute's 
bye-laws” by Sinclair Wood ; five 
discussion groups for specialists 
on: media, mechanical produc- 
tion and printing, creative work, 
TV, cinema, and radio, client 
contact, and PR in agency 
practice; and a_ free-for-all 
question and answer meeting. 

The conference committee con- 
sists of: Hubert A. Oughton 
(chairman), L. Graham Browne, 
R. D. L. Dutton, P. M. Edgell, 
and R. A. Paget-Cooke, with Col. 
Wilkinson ex-officio. 


New BAIE region’s 
first meeting 


Films were Britain's best sales- 
men, Martin Stevens, public 
relations executive for the Rank 
Organisation said when he 
addressed the newly - formed 
Northern region of the British 
Association of Industrial Editors. 

It was the first meeting in 
Liverpool of the new region. 
Editors of company magazines 
from as far afield as Sheffield and 
Manchester attended. 


Changes to standard rate card 

The 
issued a new print of its recom- 
mendations for a standard rate 
card, which clarifies the recom- 
mendations of the 1948 issue and 


Newspaper Society has 


introduces one or 
modifications. 
The recommendations 


two small 


have 


been produced after consulation 
with the Institute of Practitioners 
in Advertising. 

Any publisher outside the 
Society may obtain a copy of the 
rate card on application to R. W. 
Grundy, the Society’s informa- 
tion officer. 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


67,254 


Copies 
Weekly 


London Representative: Mrs. K. D. FALKNER 


69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester, 4 


Tel. March 2368/9 
‘el. Fleet Street 9353 
Tel. Blackfriars 6967 
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What else is a tycoon ) To-day’s tycoon leads a full and expensive life 


— the expense being half its charm. Where to catch him is a problem, naturally ; 


but if some 56,000 or so of these big and versatile spenders 
are any use to you, you can reach them, to excellent effect, 


through The Economist every week. 


. 
The Economist 22 RYDER STREET, ST. JAMES'S, LONDON, S.W.1 
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ADVERTISER'S WEEKLY 


Co-operative publicity for new 


~ € 


PAUL GALLICO-The Fi 


we 


The Christmas number of “Men 

Only” will have this stylised portrait 

of Gilbert Harding by Sheriffs on 

the cover. The issue will carry 57 

advertisement pages—the same num- 

ber as “‘Men Only’s” recent 2\st 
Birthday issue. 


New company for 


premium gifts 


The Robert Marshall Organisa- 
tion Ltd., London, is a new com- 
pany formed to design and 
organise the supply of premium 
gifts and giveaways. Its direc- 
tors are two young men, H. S. 
Kleiman, who has had commer- 
cial experience in America, and 
R. Byrne Noonan. 

From countries in the Far East 
and also in Europe and elsewhere 
they import a large range of small 
inexpensive toys, decorations, and 
similar mass-produced articles, 
which they adapt and redesign 
to meet the advertising require- 
ments of British clients. 

They claim that, properly 
developed, gift schemes have 
strong press and TV tie-up possi- 
bilities. 

Already, they state, they are 
importing and adapting giveaways 
for some leading cereal and 
dentifrice concerns, and inquiries 
are being received from firms in 
other fields. 


Sales course 


The Week-End Planning Group 
will hold a course on “How to 
Supervise and Control the Sales 
Force” at the Public Schools 
Club on Saturday and Sunday, 
November 24 and 25. It is being 
+ by Sales Consultants 
td. 


... Ald OF course bh ‘FE ‘T Bus Advertising 


‘chain’ of 


grocers 


GROWTH OF MARKETING ORGANISATIONS 


Charles Green, president of the newly formed Spar (Britain) 
Ltd., the marketing organisation which is to help selected 
independent grocers to compete as a chain with multiple and 
co-operative stores, forecast in Manchester this week a number 
of ways in which the organisation will act. 


Services available to member 
grocers will include the provision 
of sales schemes, co-operative 
advertising—including the use of 
commercial TV, Mr. Green be- 
lieves—advice and assistance on 
accounting, help in obtaining 
shops in new housing areas, and 
financial aid in shop reconstruc- 
tion or conversion to self-service. 

And as exclusively reported last 
week, it will market goods under 
the Spar brand, although these 
will not be made by Spar. 

On the Continent, group trad- 
ing schemes have expanded 
rapidly during recent years, and 
not all are in the food trade. In 
the Netherlands, 9,200 retailers 
are members of six groups. In 
Sweden, 10,500 shopkeepers are 
associated with “voluntary 
chains”; in Switzerland, 4,600; 
Belgium, 13,000; Western Ger- 
many, 25,000; France, 2,000. 


‘Step forward’ 


A report published by the 
Organisation for European 
Economic Co-operation recently 
stated: “The members of the 
food section are convinced that 
the voluntary chain is a step for- 
ward in the organisation of the 
wholesale and retail trades, and 
that it helps to raise productivity 
within the distribution sector by 
combining the advantages of co- 
operation and specialisation. 

“The striking feature of the 
voluntary chains in Europe in the 
last five or six years has been the 
growing tendency for the chains 
to pass beyond the stage of con- 
centration on buying and organi- 
sation of orders, delivery, credit 
and sales, and to develop further 
services to the retailers.” 

Spar (Britain) Ltd. is not the 

first in the group trading field in 
this country. The wholesale firm 
of Peter Keevil & Sons Ltd., of 
London, opened a “chain” in 
early 1954 with 50 shops, and 
that number has now grown to 
265. 
A fortnightly bulletin is issued. 
Retail sales aids are produced 
and distributed to member-shops, 
including housewives order 
forms, club cards, price tickets, 
window bills and shop equip- 
ment. Ideas and experiences are 
exchanged at group meetings. 


At a luncheon at the Advertising 
Club of New York, sponsored by 
Fred Wittner Advertising, Fred 
Wittner (left) talks with Otto 
Kleppner, of the Kleppner Company, 
and T. J. Fielding, of Technical and 
General Advertising Agency Lid., 
London. 


French PR journal 


The newly-formed Syndicat 
National des Agents de Relations 
Publiques in France is now pub- 
lishing a quarterly journal, 
Relations Publiques. UK busi- 
ness and advertisement represen- 
tative is R. C. Liebman, who 
also. contributes a London 
column. 


The Bournemouth Times 


Series Of newspapers 
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Perry promotion 
reshaped in 
three weeks 


The entry into the champagne 
perry market by Bulmers of 
Hereford, in August of this year 
—when they introduced Godwin 
Champagne Perry, marketed by 
Henry Godwin Ltd.—presented 
many difficulties to their adver- 
tising agents, London Press 
Exchange Ltd. 

First and foremost was the 
selection of a name for the pro- 
duct. When the name Chamiet 
was selected, a competitor 
objected, and 48 hours before the 
launching was due, the competi- 
tor’s objection was upheld in the 
law courts. 

It was decided, however, to 
continue with the launching under 
another name, Godwin. 

At this late stage all the dis- 
play and point-of-sale material 
had been printed, and the court's 
decision involved radical changes. 
By close co-operation between 
the client and the agency, how- 
ever, the product was launched 
under the name Godwin, with 
supporting promotions, three 
weeks after the old name had 
been precluded. 

Advertising for Godwin, 
which sells at Is. 3d. a split 
bottle, includes spaces in national 
dailies, magazines and spots on 
commercial TV. The advertise- 
ments and the point-of-sale 
material features a drawing of a 
girl in a champagne glass. 

In the advertising material for 
next year a photograph of a real 
girl sitting in an outsize cham- 
pagne glass will be used. An 
ad showing this girl appeared in 
the Daily Sketch this week. 


“Bournemouth Times,” 


“Poole & Dorset Herald’ and “Swanage Times’’—has published a \6-page 
booklet called ‘“‘Market Data” which gives statistical information on the 
four main towns within the group's circulation area. It also includes adver- 


tisement rates, ABC figures and full mechanical data. 


Pictured above, at 


a cocktail party to introduce the booklet, are (left to right): S. A. Tilley 


(S. A. Tilley Advertising), E. 


(Henbest Publicity), D. J. 


F. Pitman (Rodway Smith Ltd.), G. M. 
Hughes (advertisement manager, Bournemouth Times Series), A 
Garle (Henbest 


. Sharpe 


Publicity), S. E. Pateman 


(Rodway Smith Lid.) and K. Peskett (Headway Advertising Ltd.). 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 7e/: MAY fair 8886 
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I is for Ilford as advertised to 


13 million readers — including you. 


For long exposure and positive gain 


The Pic is a must for your next campaign. 


* There are only EIGHT morc 


‘Pic’ days to Christmas. 


SUNDAY PICTORIAL 


Readership: 13,070,000 (Hulton Survey) Net Sale: 5,624,010 (ABC Fan-Fune 1956) 
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London and Aldwych 


Headquarters: 
No decision 


The following statement has been 
jointly issued by the Publicity Club 
of London and the Aldwych Club: 

“It is generally known that the 
Publicity Club of London and the 
Aldwych Club have been in negotia- 
tion for some time with a view to 
merging both memberships and 
jointly using the premises at 
Exeter Street, London. 

“In due course special general 
meetings will take place, but mean- 
while no decision has been reached.” 

The Exeter Street premises are the 
headquarters of the Aldwych Club. 

See Stop Press for latest develop- 
ments. 


Regent 
‘TV advertising 


benefits consumer’ 


The motion, ““Does TV advertising 
benefit the consumer?” was debated 
by the Regent Advertising Club at 
the Royal Society of Arts last week. 
Pat Henry, sales director of Asso- 
ciated TeleVision Ltd., proposing, 
said that TV was one of the “most 


Club News 


charming ways” of selling goods. 
As it was generally accepted that 
ordinary advertising benefited the 
consumer, he said, it followed that 
TV advertising also benefited the 
consumer. 

George Darling, MP, opposing 
the motion, said that so far he had 
not seen an ITV programme, but he 
had seen and taken part in spon- 
sored TV in America. That had 
convinced him that TV advertising 
could mislead the public. 


Hull 


Chemist gives a 


lecture on ink 
Hull Publicity Club held the third 
in their series of four lectures and 
discussions at the Hull College of 


Technology. The speaker was F. A. 
Askew, chief chemist of Coates 
Brothers Inks Ltd., who spoke on 
ink making and the use of ink. He 
— information regarding the 

storic and present aspects of ink 
and its uses, and details of recently 
introduced inks. 


Birmingham 
AD MANAGER IS 
NABS STEWARD 


Jack Bragger, area advertisement 
maneaer of McGraw-Hill Publishin 
Ltd., has been appointed NABS 
ual by the Birmingham Publicity 
Association. In 1955 he was 
awarded the Longley Cup in recog- 
nition of his outstanding work for 
the Association. 


TRAMS & BUSES 


AIRPORTS . 


Miss Regent, 


18-year-old Pauline Marshall, presents a bouquet to Carlos 


and Dany after their cabaret act at the Regent Advertising Club's Hallowe'en 
Ball last week. 


‘You have Scandinavian goodwill ‘ 
—now you must fight for market’ 


While German businessmen 
have just visited Scandinavian 
capitals in a specially chartered 
ship, British businessmen and 
advertising agencies are making 
no real effort to develop the 
Scandinavian market, according 
to A. H. Christopherson, a Nor- 
wegian agent who has just visited 
this country. 

He suggests that British agen- 
cies should supply Scandinavian 
agencies with lists of their 
accounts and ask them about the 
possibility of exporting the com- 

modities concerned. 

“You have plenty of goodwill 
in Scandinavia, and you've got a 
market there. But you have got 
-. fight to maintain and extend 

he says. In support of this, 
“i quotes the following figures 
for this year: 

Norway, with a population otf 


3,375,000, is importing from the 
UK £73,827,832 worth of goods: 
Denmark, with 4,350,000, is 
taking £73,672,462; and Sweden, 
7,200,000, £94,918,463. Total 
population is 14,925,000, taking 
£242,418,757. 

Compared with this, Canada, 
with almost the same popula- 
tion, 14,500,000, imports only 
£140,836,088; the USA, with 
156,000,000, only £183,080,886; 
and Holland, with 10,400,000, 
only £42,026,439. 

Moreover, stresses Mr. Chris- 
topherson, the buying capacity of 
the individual in Scandinavia is 
exceptionally high. Sweden 
claims the highest standard of 
living in the world, and that of 
Norway and Denmark is not 
much behind. 

Mr. Christopherson is manager 
of Drammen Reklame, 


Monday, November 12 

BRISTOL & WEST PUBLICITY CLUB 
Meeting. W. J. Collins. Royal 
Hotel. 6.30 p.m. 

PUBLICITY CLUB OF LONDON. Debate. 
Waldorf Hetel. 6 for 6.15 p.m. 
Tuesday, November 13 

REGENT ADVERTISING CLUB. Meet- 
ing. J. H. A. Cocks. 6.30 p.m 
BRITISH SALES PROMOTION ASSOCIA- 
TION. Meeting. G. G. Young. 8 
Hill Street, W.1. 6.30 p.m. 
INSTITUTE OF PUBLIC RELATIONS 
Study session. Mark Quin. 8&8 Hill 
Street, W.1. 6.30 p.m 

DISPLAY PRODUCERS & SCREEN 
PRINTERS ASSOCIATION. Meeting. 
Horse Shoe Hotel, Tottenham Court 
Road, W.1. 6.30 p.m 

WOMEN’S ADVERTISING CLUB OF LON- 
DON. Dinner. Sir Claude Corea 
Trocadero Restaurant, W.1. 
Wednesday, November 14 
SELF-SERVICE DEVELOPMENT ASSOCIA- 
TION Meeting. 8 Hill Street, W.1. 
7 p.m, 

SOCIETY OF DIPLOMA MEMBERS OF 


AD MAN’S DIARY 


THE ADVERTISING 
(North-West branch) 
Herbert Metcalfe John 
Ltd. 6.45 p.m 
MANCHESTER PUBLICITY ASSOCIATION, 
Lunch meeting. Café Royal, Peter 
Street John Gerdon 12.30 for 
1 p.m 

Thursday, November 15 
ASSOCIATION OF ADVERTISERS IN 
IRELAND. ‘The film in advertising.”’ 
Shelbourne Hotel. 8& p.m 

PUBLICITY CLUB OF LEEDS. Luncheon 
meeting Great Northern Hotel 
Lt. Col. J. N. B. Walker 
RELIGIOUS WEEKLY PRESS 
Luncheon lecture Dr. J 
32 Tavistock Square, W.C.1 
for 1 p.m 

Friday, November 16 
PUBLICITY CLUB OF LEICESTER 
ing K. Nutt Film 
of printine.”’ Adult 
Centre. Belvoir Street 
INSTITUTE OF PRACTITIONERS = IN 
ADVERTISING New members’ one 
day conference and dinner 


ASSOCIATION 
Meeting. 
Newton 


GROUP 
Walsh 
12.45 


Meet- 
“The story 
Education 


TELEPHONE 


KIOSKS 


TRANSPORTATION ADVERTISING? 


PIERS * ROAD SITES - 


CITY GUIDES - 


—— 


TRAM & BUS TICKETS 
as.“ 


33 NORFOLK STREET STRAND LONDON W.C.2 
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Advertising and 
entertainment 


‘THEY HAVE MUCH 
IN COMMON’ 


“The advertising world has a 
good deal in common with the so- 
called world of entertainment,” 
said Miss Nellie E. Harris, man- 
aging director of Sommerville & 
Milne Ltd., in an address on ad- 
vertising given to the Federation 
of Business and Professional 
Women’s Club in Glasgow last 
week. 

“Both must attract and hold 
public attention. Both must be 
highly sensitive to popular moods. 
and be able to anticipate and 
even, to some extent, shape public 
taste,” * she said. 

“The advertising world must 
have its stage. Until recently this 
was provided solely by the news- 
paper and periodical press, the 
poster hoarding and the postal 
service. 


Now—TYV, films 

“Today, with television and the 
talking picture at our disposal, 
we have an almost unlimited 
range of expression to work 
with.” 

Discussing the individuals who 
comprise an advertising agency, 
she said that one characteristic, 
regardless of job, was common to 
all: curiosity. They were forever 
asking questions. 

Teamwork was 
modern advertising. 
ing this point Miss Harris re- 
marked: “The person who works 
for his own glory and at his own 
behest has no place in an 
agency.” 


essential in 
Emphasis- 


Public gain 

In concluding her talk Miss 
Harris reverted to her opening 
analogy with the world of enter- 
tainment. While there were many 
similarities there were, neverthe- 
less, “important differences.” 

“The principal one is financial,” 
she said. “The public pays its 
money for entertainment—and in 
most cases very good value it 
usually gets. But the same public 
not only pays nothing for the 
advertisements it reads, but is 
actually a financial gainer. 

“Advertising contributes so 
largely to publication costs that 
the average, newspaper or maga- 
zine can charge the public a very 
low price per copy. And by 
vastly increasing the demand for 
new and established products 
advertising has made possible 
those mass production methods 
which have so drastically reduced 
unit prices.” 
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ADVERTISER'S 


What goes into 5,000,000? 


One thing that can is your advertising message. 
go into 


It can 
5,000,000 intelligent minds—5,000,000 minds 
belonging to people who will read what you have to say. 
The way in is through The Reader's Digest. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average in 
income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million of them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader's Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader's Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 
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SOW WEY 


PROVINCIAL 
TRAGEDIES 


The disappearance as separate 
entities of two more provincial 
newspapers this week is a blow 

to advertising. 

Despite the effectiveness of new 
media, such as television, there 
is still need of those long- 
established vehicles of publicity 
which for more than a century 
have had the confidence of their 
readers. 

Solid journals are being killed not 
because they are unwanted by 
readers or advertisers but 
because productions costs are 
pricing them out of the market. 

All branches of the printing and 
processing industries should 
heed the warning of these 
events, Otherwise the future is 
bleak for them as well as for 
the publications they produce. 


EXPORT ANGLE 


The success of the Export Con- 
ference to be staged next March 
by the Advertising Association 
depends upon the approach 
planned by the committee to 
be set up under the chairman- 
ship of Arthur Clarkson. 

The danger is that the discussion 
will be sidetracked into the by- 
ways of economic policy and 
production problems. 

The aim should be to confine the 
programme to consideration of 
the ways in which export adver- 
tising can increase its efficiency 
and thus help to solve market- 
ing problems. It must be an 
advertising conference in the 
full sense of the word. 


PR PERSPECTIVE 


A fine service for public relations 
was performed by Sir John 
Elliot at the national conference 
of the British Institute of Man- 
agement. He gave a new 
definition : 

@ It means taking consideration 
of what people think about you 
and your product, the way you 
sell it, and the price you sell 
it at, and basing your policies 
on an appreciation of these 
factors, among all the others 
that are involved.® 

This relationship of PR to the 
marketing operation places in 
true perspective a function 
which has for too long been re- 
garded by too many merely as 
a means of securing free 
editorial publicity. 


Protest at 
in ad 


How do advertising agen- 
cies get new accounts ? 

Innumerable intriguing stories 
could be told about fascinating 
Operations leading to the 
acquisition of new business. 

How are advertising agencies 
supposed to get new accounts? 
In the same way as doctors get 
new patients and lawyers secure 
briefs—by reputation and recom- 
mendation. But they are _per- 
mitted to advertise their services. 

Rules of conduct, of course, 
are laid down by the Institute of 
Practitioners in Advertising. But 
not all agents are members. 

Agencies looking for business 
—and quite a number are, very 
actively, these days—are begin- 
ning to make greater use of press 
advertising to publicise their 
services. It is interesting to 
examine the kind of copy they 
use. 


WHEN SALES FALL... 


RTHUR KNIGHT CO. 
LTD. had a small display 
in the Manchester Guardian \ast 
week: Headed “Stopping the 
Rot,” it said: When sales begin 
to fall, everybody, including the 
advertising agent and the Chan- 
cellor, gets the blame. You can't 
change the Chancellor overnight, 
but you can improve your 
advertising very quickly... . 
Fresh minds and fresh en- 
thusiasms are here. 

Knocking copy? Arthur 
Knight say they were just out 
selling their services. 

Cecil Turner, chairman, Auger 
and Turner Ltd., says: “Of 
course the proper use of adver- 
tising should be encouraged, and 
I have a lot of sympathy with 
an agency that wants to show 
manufacturers how effectively 
advertising can be used, but I 
cannot believe it is in the interests 
of advertisers and their agents 
that immediately there is a de- 
cline in sales of any product the 
agent should be sacked and re- 
placed by another.” 

Question is: How hard should 
agents sell themselves? 


ON THE SHELF 


OCAL government depart- 
ments are seldom apprecia- 
tive of or helpful to advertising. 
Not so the Islington Public 
Library with its reference and in- 
formation bureau under the 
direction of C. A. Elliott. 
The latest issue of the bureau’ s 


TALKING POINTS 
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‘move — ’ advice 


. . But none for the pot!” 


information news-sheet devotes 
most of its six pages to a list of 
books on all aspects of advertis- 
ing. 

An introductory piece, headed 
“You Must Advertise,” states: 

Trade is vital to the life of the 
nation; the axiom that our goods 
sell themselves is no longer appli- 
cable today, and even goods 
made with finest workmanship 
and of the best materials must be 
well presented. Advertisement is 
essential, therefore, to both home 
and overseas trade, and as Lord 
Luke, president of the Advertis- 
ing Association, has written, 
“There is great work in advertis- 
ing before all of us; work which 
will benefit not only advertisers 
and advertising men but every 
person in this country.” 


That's the stuff to give the 
local business men! 

Mr. Elliott’s duplicated sheet 
may not be very elegant, but it 
sets a splendid example for other 
librarians. It also gives the Ad 
vertising Association some idea of 
the scope there is in this field for 
spreading the gospel. 


FUN AND GAMES 


AVE you noticed . . 
many agency chiefs 
found it necessary to arrange 
business trips landing them in 
Melbourne about the third week 
of this month? 
How few ads tied up with the 
American 


. How 
have 


election this time. 
(Notable exception: Double 
Diamond with “I like Ike... I 


like Double Diamond.”) 


TOMORROW'S TOPICS 


@A new product is to be used 
by a big national advertiser to 
test the efficiency of television 
in the London area. A heavy 
all-in-one-medium campaign is 
planned 

®@ More man-made fibre develop- 
ments will follow the introduc- 
tion of nylon tufted carpets. 


New cloth finishes will be 
heavily advertised in 1957. 
® Completely new material is 


planned for the Newspaper 
Society’s “advertising advertis- 
ing” campaign. 

®@ Processed and fresh American 
citrus fruit will be coming into 
Britain in competitive quanti- 


| Oe o beilains hed Markel covered by 


SURREY ADVERTISER _— 


LONDON: 143 FLEET STREET, E.C.4 Tel: Fleet Se 6692 
ABC MEMBER 


WEAD OFFICE: a $252 


ties in the New Year. Sharp 


promotional reaction is ex- 
pected from present market 
leaders. 

@ Expect more new products 


from Morphy-Richards when 
new factories start operating 
next spring. 

@ An announcement is expected 
shortly about the more exten- 
sive publication of commercial 
radio programme times. 

@ Watch out for big competition 
in the gramophone record 
market. An American concern 
is planning a big sales drive 
here among juveniles. 
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Everyone 
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ARTOON is a wonderful 

thing! It can transport the 
viewer into a world of fantasy, 
or bring humour to a story 
that in any other type of film 
could be dull to the point of 
tedium, and its popularity with 
the viewing public is tremen- 
dous. 

But beware! 

This particular form of com- 
mercial is not the answer to all 
the problems besetting the adver- 
tiser who wants to present his 
product on television in the most 
compelling manner. An example 
of this is the “Bisto” commercial 
which, in cartoon, depicts a gravy 
boat passing over various meat 
dishes, while the voice over tells 
us how much tastier these dishes 
would be with Bisto. 

Food products in cartoon 
cannot hope to have the same 
type of appeal as live action, 
and although in this commer- 
cial the meat dishes, despite 
their rather grotesque appear- 
ance, are recognisable as such, 
how much more the effect 
would be heightened by show- 
ing a roast joint, in live action 
sizzling succulently, with a 
genuine gravy boat of steaming 
Bisto beside it. 

The appetite appeal would be 
tremendous, because really good 
camera work can show this type 
of food to its full advantage, 
whereas in cartoon we can only 
guess at its virtues. 


Superb little epic 


“RIBENA—DEE-LISH-US!” 

So ends the recent cartoon 
commercial for this product— 
and it just about sums up the 
film, for this really is a delicious 
little epic, featuring the Ribena 
blackcurrants as blackface min- 
strels complete with banjos and 
corny comics, 

This is a novel idea, and one 
which deserves praise for being 
entertaining, without forgetting 
its fundamental job of selling. It 
is done in such an attractive way 
by means of the minstrels’ jingle 
(which, I believe, is to the tune 
of “Camptown Races”) which, 
like the blackface minstrels them- 
selves, one cannot help warming 
to, despite its somewhat old world 
flavour. 


* * * 


_ For THE reason that the view- 
ing public are being subjected to 
quite a heavy television campaign 
on the part of the major tea con- 
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COMMERCIAL SPOTLIGHT 


Looking over the latest batch of television 


advertisements, TELETASTER has 


concluded that— 


Cartoons are wonderful—but 


not always the answer 


Even the housewife can't avoid helping herself ! 
the new Devonet biscuits commercial which has appealed very strongly 


to Teletaster. 


cerns, let us look at the various 
ways in which they are setting 
about selling the great British 
public its mational beverage. 

Lyons have been with us since 
the outset of television, and to 
the best of my knowledge so has 
their Scots tea planter! Without 
wishing to appear rude, I would 
venture to suggest that he has 
outstayed his welcome. 

If the slightly ridiculous situa- 
tions in which we now find this 
gentleman are anything to go by, 
it would seem the script writers 
are trying to obtain a little 
humour from the hackneyed 
“You don’t need one for the pot’ 
angle, by having him burst in on 
children, policemen, etc., in time 


Tommy Trinder 
tries on a boater 
for the “Exclusive” 
cigarette commer- 
cial. Also present 
are Don Earl and 
Douglas Ireland (of 


Don Earl Pub- 

licity Ltd.) who 

gave him the 

Luton made straw 
hats. 


This is a scene from 


He thinks the actress first rate. 


to arrest their teapot filling. 

In the case of the policeman, 
the production company con- 
cerned should really have 
checked their actor for a hair- 
cut. He was, without a doubt, 
the longest haired policeman 
I have ever seen. 

If Lyons want to be amusing, 
they should not attempt to use 
the planter, for in the first 
instance he was introduced as a 
genuine authority on tea, and as 
such I am sure he did a good job. 
But people will tend to doubt the 
authority of this gentleman if he 
is constantly appearing in these 
rather unbelievable situations. It 
is time now for Lyons to put 
some creative thought into an 
entirely new scheme, and not 
try—as they appear to be doing 
at the moment—to refurbish their 
old format. 


Appealing to snobbery 


TWINING TEAS have come up 
with a type of commercial that 
is obviously attempting to sell on 
snob appeal. To background 
music that is reminiscent of the 
18th century, we see a scroll going 
slowly past the screen while a 
voice in genteel tones informs us 
that the tea which has for years 
been sold to the “nobility and 


gentry” is now made available to 
the general public at the same 
price as “ordinary teas.” 

This is a particularly unimag- 
inative commercial, looking as it 
does, more like the titles for a 
period feature film than a tele- 
vision advertisement. Yet I have 
no doubt that it will persuade a 
certain section of the public to 
try the product—if only for the 
feeling they will get that they are 
emulating the aristocracy. 


Basic selling formula 


On the other hand, a tea offer- 
ing that has gone to the other 
extreme is for Ty.Phoo. These 
people have indulged in a stop 
motion film which can only be 
described as a “basic selling com- 
mercial.” It consists of pack 
indentification and animation. 

The visual shows a number of 
packs appearing magically, filling 
the screen, popping up and down, 
and whisking around in disci- 
plined abandon. Synchronisation 
is to a spoken commentary which, 
in rhyme, plugs home the virtues 
of Ty.Phoo and takes care to 
repeat the name _ innumerable 
times. 

This is not an artistic, 
or even an amusing, com- 
mercial. Yet there is no 
denying its impact. Seeing 
it for the first time, I was 
a trifle confused by its pace. 
But on the second and third 
viewing I began to receive the 
complete message. I was cer- 
tainly never in doubt as to the 
brand name ! 


Greater length needed 


But! This is a 15-second com- 
mercial. And 15 seconds is an 
inordinately short time. I ven- 
ture to suggest that if this type 
of commercial were to be intro- 
duced into a spot of greater 
length, it would rapidly become 
as exasperating as the detergents. 

The split screen technique is a 
gimmick which can be employed 
to considerable advantage in fea- 
ture films, but in a short 
television commercial it has 
absolutely no merit whatsoever. 
The television screen is not very 
large anyway, and when it is split 
down the middle by a black line— 


@ Continued on page 20 
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cls a designer en 0 : 
Photograph by courtesy of John Cavanagh 


I can usually recognize readers of 


HARPER'S sum 


Fashions, colours, cosmetics, accessories — they our news about fashions from the same source, 
seem to know almost as much about these things | Harper’s Bazaar. Time and time again the con- 
as I do. Perhaps that isn’t so surprising when | versation in my salon turns to some feature in 
you consider that my clients and I get much of | the current issue. 


You should always have an advertisement in Harper's Bazaar—and it costs only £195 a page 
Alison James, Advertisement Manager, HARPER'S BAZAAR, 72 Brook Street, W.1. GROsvenor 7781 


Harper’s Bazaar is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of: Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She . The Connoisseur 
The Good Housekeeping Books Proprietors of: The Good Housekeeping Institute 
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It is a queer thought that all agency effort 
narrows down to a few pieces of metal which 
will blossom forth, all being well, into a 
great parade of publicity. 

From manuscript and art you can safely 
let St. Clements take over, happy in the 
knowledge that vast facilities will be working 
for you, both day and night, to fulfil 
press-day promises. 

P.S. by which we mean Personal Service, ensures a happy 
conclusion. By keeping a close touch with your people and 
our own department, co-ordination is assured and success 


certain, 


€ St Chalibeadte 


typesetting 
process foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 
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'A commercial for biscuits 
that warms the heart 


“Scoop Fothergill” is on the ball once again on behalf of the “Daily 


Mail.” 


In the opinion of Teletaster (ADVERTISER'S WEEKLY, Octo- 


ber 19, page 26) the lighthearted approach of the commercial is 
refreshing. 


| as Tetley’s have done—it makes 


| they appear 


viewing even more difficult. 

However, really to confuse 
things, Tetley’s have something 
different happening in each half 
of the screen. And nothing re- 
mains in the picture long enough 
for one to ascertain just exactly 
what is going on. 

After having seen this commer- 
cial two or three times, I am still 
none the wiser as to what is hap 
pening—beyond the fact that a 
comparison of some sort was 
being drawn. 

I am sure that Tetley’s can 
think of some other way of show- 
ing the advantages of their tea 
bags than this second - hand 
cinema trick 

There is not much I can say 
about Brooke Bond Teas, for 
almost to have 
abandoned commercials that sell 
the product on its own merits 
in favour of spots plugging their 
give-away space cards for the 
children. These are competently 
made, although I do tend to be- 
come a little irritated by these 
particular films. Although it is 
a perfectly legitimate procedure, 


| I have a rooted dislike of this 
| form of selling through bribery 


—especially when it is aimed at 


the children. 


Mistaken identity 


“THE FACE is familiar, but 1 
can’t recall the name!” 

How embarrassing when this 
occurs in everyday life. But it 
was almost disastrous when this 


| situation arose in my article of 


ADVERTISER’S WEEKLY October 5 
(page 28). So with head bowed in 
shame and embarrassment, I 
apologise to the two famous 
rubber companies whose names I 


| confused, and assure them that 
| while my viewing could not be 


keener, it was the transcription of 


the hurriedly scribbled notes 
taken during transmission that 
lacked that certain something— 
i.e. the correct product name. 

I may offer a few words 
in my defence, it does seem to 
point to the fact that if I, as 
an avid viewer of commercials, 
cam manage to get the brand 
name confused, it follows that 
the normal viewer is more than 
likely to do the same thing. 
Which rather suggests that 

there is a lack of impact where 
it is most required. 


Change for better 


1 WAS going to conclude this 
time with a few harsh words 
about Kemp's commercial! for 
their Devonet biscuits, but only 
yesterday I saw a second of these 
live action spots that was as 
good as its predecessor was bad. 
So I shall take the charitable line 
of forgetting the first (which 
featured a male presenter) and 
concentrate on the second (which 
was presented by a young woman 
who was so delightfully natural 
that my heart warmed to her 
instantly). 

This particular young 
actress, whose charm lay in 
her personality rather than 
just her looks, really lifted this 
commercial out of the rut. She 
was aided by good camera 
work and a really crisp sound- 
ing crunch on the sound track 
as she bit into a biscuit (this 
may seem a small matter but it 

is the sort of thing that a 

housewife would notice). 

Generally speaking, however, 
this is a case where a normal— 
almost ordinarv—script has been 
transformed into a first-class 
selling commercial by the per- 
sonality of an actress who une 
can only call a “natural” for 
television—and a decided asset 
for Kemp’s Devonet biscuits. 
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you cant 
ignore 


a. anti 


MAH 00D 


Over the first six months of the year, the News Chronicle had an average daily net sale of 


1,441,438 which was an increase of 188,660 over the same period in 1955 and was the greatest increase 
in sale of all national dailies. The News Chronicle ‘in to the most important and most 
influential section of the mass market — executives, managerial types, skilled tradesmen. 
The type of men and women who like to form their own opinions without having other people’s 
forced on them. Proof that they have money to spend lies in the fact that the News Chronicle carries 
more financial advertising than any other popular daily. If News Chronicle readers can 


afford to invest, News Chronicle readers can afford to buy. 


And if you want to 
know how economical 
it is to advertise 

in the News Chronicle, 
ring William Memory, 


AND DAILY DISPATCH Advertisement Director. 
FLEET STREET 5000. 
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How does one measure the value of 


the media selected for use in a 


campaign ? 


It is very easy to be misled 


Cost per 1,000—what does 


it really mean? 


By A SPECIAL CORRESPONDENT 


T is natural that advertisers 

- and their agencies should 
be vitally interested in the 
costs of the media they use, 
expressed in terms of the num- 
ber of people who actually 
receive the advertising message 
—that is, not circulation but 
readership or listenership. 


This distinction is important 
because circulation usually refers 
to the distribution of the medium 
as a whole, whereas readership 
and listenership call for measure- 
ment of the individual audiences 
reached by each separate adver- 
tisement. 


Inevitable endeavours 


With the increased emphasis 
upon facts in media selling and 
promotion, it is not surprising to 
find advertising media responding 
to this need by attempting to pro- 
vide information on the cost-per- 
1,000 achievements of their 
particular form of advertising. 
Recently, too. one has heard a 
lot about this from the com- 
mercial television companies— 
who have, in fact, a truly remark- 
able story to tell. 


Fascinating and highly com- 
petitive as these presentations of 
cost-per-1,000 may _ be, such 
comparisons can easily be down- 
right misleading, and a word of 
caution at this time is not out of 
place. Before making or accept- 
ing any calculations on the basis 
of such figures, it is most impor- 
tant to define the terms clearly 
and to be absolutely sure that 
one knows the basis for the 
figures and the methods by which 
they were compiled. 


Background considerations 


It should be recognised that 
there is a wide range of defini- 
tions applicable to such compari- 
sons, as well as an almost equally 
wide set of background consider- 
ations which must be recognised 
in their interpretation. In short, 
one has to know the “what.” 
“where,” “when”—the source of 
the basic figures and the criteria 
for judgment before one can 
reach any sound conclusion. 


Perhaps a series of blunt ques- 
tions will be useful in summar- 
ising these factors. 


To begin with, 
thousand what ? 

The size of the advertising 
message itself must first be deter- 


mined—whether it is: 

@A short display or mention 

of name or slogan 

@A _ complete, though brief, 

advertising appeal or testi- 
monial 

@ A comprehensive, full length 

sales talk or presentation 

@An outright demonstration 

showing the product in use. 

This naturally 
sideration of the amount of time 
or space used and some common 
denominator is necessary. 

It may be relatively simple to 
establish a suitable unit of 
measurement in this respect when 
one is comparing similar media 
—such as a newspaper with a 
newspaper, or the television trans- 
mitters in two different markets— 
but it is obviously more difficult 
when, for instance, one tries to 
evaluate space versus time, or 
posters versus magazines. In fact, 


cost-per- 


involves con- 


this is a subject which needs much 
careful study and one in which 
personal opinion, at present. 
plays a strong part. 

How much white space do 
you think equals 30 seconds of 
television time? How big a 
poster equals a page in 
“Punch?” Is a picture really 
worth 1,000 words? 

Next, the nature of the unit 
reached by the message must also 
be clearly defined. It may be ex- 
pressed in terms of (a) families, 
(b) people, (c) men, (d) women, 
(e) children. 

These people, in turn, may 
have to be classified or rated in 
terms of their likelihood as cus- 
tomers. They may be—{i) prime 
prospects, (ii) potential prospects, 
(iii) remote prospects, or (iv) a 
conglomorate general public re- 
presenting all grades. 

Incidentally, is a housewife 
worth more than a husband to 
you? 

If so, how much? 


{ Holiday camps take the 


air 
* ae 
N 


tl 


HE holiday camp chief—Billy Butlin—has booked television 
advertising on all circuits with an expenditure of £75,000. “Com- 
mercial television is the answer for me to get genuine pictures of my 
camps into the homes of people and at the same time, help my press 
advertising campaign, which commences at Christmas,” said Mr. Butlin 


recently. 


The picture shows him with television star Noele Gordon, 


in whose programme, “About homes and gardens,” he lately appeared 
over the Granada network, which was transmitted from London to the 
Advertising agents for Butlin’s Ltd. are C. J. 
Lytle Advertising Ltd. 


Birmingham studios. 
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Quite clearly, if two media are 
being compared on a cost-per- 
1,000 basis, proper recognition 
must be given to the differences in 
effectiveness and value among all 
of these types of impressions 
upon all of these types of people. 


What cost-per-thousand ? 


Before we go on to “where™ 
and “when,” there is another 
to be considered—and 
that is “What cost are you going 
to start with?” 

This precaution is made neces 
sary by the fact that not all ad- 
vertisers pay the same price for a 
given unit of advertising. Some 
earn discounts of varying 
amounts based upon bulk or fre- 
quency of buying. Some may re 
ceive special concessions for any 
one of a number of good business 
reasons based upon distribution. 
season, choice of certain “off” 
times and other modifying cir 
cumstances, 


Invisible factor 


This may result in a price 
differential of as much as four to 
one, on what might appear to be 
two identical transactions. 

This would not show up in 
published listings based on 
rate-card figures—yet, without 
this information, what is the 
good of a carefully prepared 
analysis? 

Smal! wonder that one needs to 
know the actual costs before 
making valid comparisons be- 
tween any two advertisements or 
campaigns! It is also necessary 
to know whether the cost of time 
or space alone is being con 
sidered, or whether preparation 
costs (including art work, typo- 
graphy, and other production 
expenses) are to be included in 
the comparison. 

Sometimes such costs may be 
relatively small and in other cir- 
cumstances they may make a very 
considerable difference. 


Size and type 


It is generally recognised (and 
is naturally to be expected) that 
costs of reaching customers vary 
considerably by size and type of 
community. Typically, it may 
cost more, proportionately, to 
reach a single market of limited 
size than a larger market or 
group of markets. It is normally 
more expensive to reach a thinly 
scattered population than a 
highly concentrated group such as 
a large city or urban area. 

Geographical location and geo- 
graphical concentration or disper- 
sion are not the only things to 
he considered in relation to the 
“where” question. The nature 
of the population to be reached 
may have as great an effect upon 
the ultimate costs as the other 
factors mentioned. 

For some types of products 
differences of climate due to loca- 
tion may have to be given due 
consideration. Source of liveli- 
hood, conditions of living and 
various other economic factors, 
which may be particularly de- 


@ Continued on page 24 
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2 | 798 CONTROLLED CIRCULATION 


among catering executives 


HOTELS 

RESTAURANTS, LONDON 
RESTAURANTS, COUNTRY 
RESTAURANT COMPANIES 
INDUSTRIAL CANTEENS 


HOSPITALS 


All the latest facts and information on Food, Furniture and EDUCATION 


Equipment can be found in C.E.N. each month. AUTHORITIES, 
UNIVERSITIES, 
Ensure that your name is placed before our readers by COLLEGES 


taking space in this important medium. You can then 


SCHOOLS, PUBLIC, ETC. 
achieve widest possible coverage in this large market. 


SHIPPING, AIR LINES 
Send for a specimen copy and rate card to the Publishers : RAILWAYS 


TOTHILL PRESS LIMITED, 33, TOTHILL STREET, LONDON, S.W.1 GOVERNMENT DEPTS. 
Telephone: Whitehall 9233 (20 lines) AND SERVICES 
INDUSTRIAL CATERERS 


rculation journal in its field... 


Read by over 16,000 retailers 


and stockists of 


IRONMONGERY 
HARDWARE 
HOUSEHOLD GOODS 
GARDEN 
EQUIPMENT 

TOOLS AND 
ELECTRICAL 


Here is an advertising medium which will stimulate ACCESSORIES 
interest in your products. 
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Current advertisers are highly satisfied with the 
Published by: 

TOTHILL PRESS LIMITED 
33 Tothill St., London, $.W.1 
Phone: Whitehall 9233 (20 lines) 


number of Trade Enquiries they are receiving each 
month. 

Apply to Publishers for a specimen copy and rate 
card. 
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PULLING 
POWER 


POSTAL PUBLICITY LIMITED 
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82-64 PECKHAM RYE, LONDON, S.E.15. Telephone : New Cross 0331/3 
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pendent upon geography, should 
also be borne in mind. 


Cost-per-thousand when? 


This might perhaps be more 
accurately expressed — though 
somewhat more clumsily—as 
“Cost-per-1,000 in what time in- 
terval?” It is one thing to reach 
so many people at a certain cost, 
in a week, and a totally different 
thing (from an advertising or mer- 
chandising standpoint) to reach 
the same number of people in a 
month, in six months, or a year. 
Quite frequently the advertiser’s 
time-table will make a consider- 
able difference in the amount of 
money he is prepared to pay to 
reach his potential customers. 

It is, therefore, important, 
when comparing advertising 
media in terms of cost-per- 
1,000, to determine within 
reasonable limits the period of 
time involved in achieving a 
specific number of advertising 
contacts. 

You may settle on a week, a 
month, a season—or some longer 
period determined by the needs of 
the advertiser or by special cir- 
cumstances relating to the product 
and the industry concerned. The 
manufacturer of a low-priced pro- 
duct with a quick turnover would 
normally be more concerned with 
weekly or monthly achievement, 
while the maker of motor cars or 
refrigerators might well have a 
greater interest in the long term 
picture. 


Cheap or dear at the price? 


Such differences between the 
types of goods being advertised 
bring out another point for con- 
sideration: what is a reasonable 
cost for the delivery of an adver- 
tising message? It might perhaps 
be expressed as “High or low in 
relation to what?” 

Umpteen shillings a 1,000 might 
be attractively inexpensive for 
one type of product and yet a 
little on the dear side for 
another. Progressing from such 
quick turnover items as soaps 
and cereals, through sveciality or 
novelty items with high profit 
margins, to major household 
avvliances, motor cars, boats and 
other capital equipment, this 
whole question of cost-per-1,000 
must be viewed with an eye to 
the normal cost of doing business 
in each product category. 

Even when all of the apnlic- 
able factors we have talked 
about. so far. have been weighed 
and measured and put in their 
places, one is still faced with the 
need for defining the terms before 
one can be sure of not indulging 


in self-deception. 


For example, one might say 
that it costs so much to “reach” 
so many women with an adver- 
tising message in such and such 
a period of time, using medium 


| “A”—and so much using medium 


NOVEMBER 9, 1956 


How to compare the value 


of different media 


“B.” But can one be quite sure 
of knowing what is meant by the 
word “reach”? 

Does it mean to “expose” 
them to the message or does it 
imply some analysis of its 
degree of penetration? Are 
you satisfied to know how 
many people “saw” an adver- 
tisement, or are you more 
interested in how many “read” 
it—or is your chief interest the 
number who remembered it? 
It is certainly time to call a 

halt near this point, because we 
are now encroaching upon the 
analysis of the effectiveness of 
the advertising messages them- 
selves and that is really beyond 
the scope of this article. It is, in 
fact, a large subject in its own 
right, about which much has 
been written and much more re- 
mains to be learned. 

Somewhere in this vicinity 
must be that dividing line where 
the responsibility of the medium 
diminishes and that of the adver- 
tiser and his advertising agency 
begins. The full study of adver- 
tising effectiveness opens up ques- 
tions of approach and technique, 
of copy and illustration, produc- 
tion skill and many other tech- 
nical matters which are vitally 
important to the larger question 
as to when advertising pays, how 
well it pays and how it can be 
made to pay more. 

The advertising medium, by its 
very nature, provides a vehicle 
through which the advertising 
message is delivered to its audi- 
ence. Cost-per-1.000 (in terms of 
media analysis) need _ not, 

rhaps, go beyond this point to 
include such considerations as: 

@How many times must 
you “reach” a person or a 
family before you can stimu- 
late definite action? 

® How much space or how 
much time must you use to 
penetrate the mind to the 
degree necessary to make the 
sale? 

@ What special devices and 
what special expenditures are 
justified to make such impres- 
sions deeper and more effec- 
tive? j 
On the other hand, it is reason- 

able enough to expect an adver- 
tising medium to offer its 
advertisers some assurance of a 
maximum cost-per-1,000 for the 
delivery of their messages— 
whether these messages them- 
selves be good, bad or indifferent. 
Many conditioning factors are 
involved, including some which 
have not been discussed here. 

However, if such a guarantee 
can be made (in effect, a calcu- 
lated “cost-per-1,000” protected 
by the medium and evaluated by 
a system of audience measure- 
ment which is fully acceptable to 
both medium and client) then 
advertisers and their agencies 
have an extremely valuable form 
of insurance. 
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NEW light on a new medium... 


How many men watch Children’s Television? 
How many children watch evening programmes? 
Do men viewers outnumber women? 


Does the number of viewers per set 
rise during the evening? 


Factual answers to questions like these aid wise TV planning. 
You will find facts in 


EN TELEVISION INDEX 


‘Measuping-up’ 


A selective review of audience development during 
the first year of ITV, which is being sent to all 


Advertising Agencies and TV Advertisers by 


NIELSEN 
TELEVISION INDEX 


If you have not received your copy, please notify 


Graham Dowson 
Director, Nielsen Television Index 
99 Park Lane, London W 1 

Mayfair 4528 
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ADVERTISING CASE HISTORY—98 


HOSE who travel regu- 
larly throughout Scotland 
have seen, in recent years, the 
tangible proof of the Calor 


Gas advertising campaign. 
Today, in almost every town 
and village, one sees the 


familiar cream and red sign 
denoting an authorised Calor 
Gas dealer; on by-ways and 
single-track roads, in the most 
remote areas, Calor Gas vans 
may be seen on their regular 
service runs; even in the 
enchanted islands of the 
Hebrides and in the far-off 
lonely Shetlands, Calor Gas is 
bringing a new sense of com- 
fort, a new standard of living, 
to those who live there. 


A new standard of living has been introduced to 
parts of Scotland by the vigorous premotion 
of a modern heating system 


The story of this enterprise 
goes back to 1950 when the Calor 
Gas parent organisation took over 
control of Calor Gas (Scotland) 
Ltd. The problem was to 
expand Calor Gas _ service 
throughout Scotland and_ the 
Islands, increasing its availability 
and thus creating the much 
greater sales which, the company 
felt, the product and service 
should command. 


Ideal means available 


From previous experience in 
England, it was realised that the 
system of a wide network of local 
authorised dealers offered the 
ideal means of expansion. 

The opening advertising cam- 
paign was therefore planned to 
run parallel with the personal 


Retirement.” 


To The Northern Assurance Co. Ltd., 
1 Moorgate, London, E.C.2. 


Please send me, without obligation, a copy of your 
booklet “Two New Ways to Provide for Your 


retirement— here’s a book 


that will help you. 


A campaign that brought 
comfort to remote places 


approach to the dealers on the 
ground and, step by step, publi 
cised the appointment of each 
new dealer and, in some cases, 
groups of dealers. 

Under these circumstances it 
was obviously not possible to 
plan a country-wide campaign. 
Choice of area was dictated by 
the dealer appointments—choice 
of media by the publications 
available in each area. Four- 
inch double column spaces were 
used for this purpose and the 
copy cut to the minimum. For 
countrywide coverage in rural 
areas, half pages appeared 
monthly in Scettish Home and 
Country. 

The casebook for this period 
provides a picture of the steady 


@ Continued on page 28 


you have to provide for your own 


NOVEMBER 9, 1956 


NO MATTER WHERE YOU LIVE CALOR 
GAS CAN PROVIDE MODERN GAS 
COOKING. HEATING. LIGHTING ETC 


— 


— 


 oerosrT 


A bold “diagrammatic” approach 
was adopted in local press adver- 
tising to sell the Calor Gas pro- 
duct. Dealer aids were also used 
to a powerful extent, along with 
cookery demonstrations. 


The last Budget brought good news of tax con- 
cessions for those who have to make their own 
retirement arrangements. “The Northern’ have 
devised two new plans to make the most of 
these important new tax reliefs. 

Before you make your own plans, you should 
in your own interest consult ‘The Northern’, 
Their informative and very helpful booklet 
“Two New Ways to Provide for Your Retire- 
ment ”’ will answer all your questions. 


Get 


your copy from the nearest Northern Office, or 
from your Insurance Broker, or simply fill in 


this coupon. 


You'll be on good terms with 


THE 


NORTHERN 


Name 


Address 
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SOME USERS OF CIRCULAR DISTRIBUTORS 


aeqpenaeensl 


CADBUR 
ceemeer 


HUDSON & KNIGHT LTD. 


D. & W. GIBBS LTD. 


THOMAS HEDLEY & CO. LTD. HUDSON & KNIGHT LTD. 
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QUAKER OATS LTD. 


o 


% Se 
<_ 
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VAN den BERGHS LTD. 


CIRCULAR DISTRIBUTORS have a nation-wide organisation 
of some 905 teams working whole-time on house-to-house distribu- 
tion and covering between them every town in the country. If you 


think that their services might be of benefit to you, please contact, for 
further information :— 


CIRCULAR DISTRIBUTORS LTD. 54 ct. mariborough Street, London, W.1. GERrard 0068 
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Cookery demonstrations 
—aid to appliance sales 


expansion of Calor Gas through- 
out Scotland. Starting in the 
Borders we then find the “At 
your service” advertising appear- 
ing in the Falkirk Herald, the 

Northern Scot, John O'’Groats 
Journal, Highland News, until 
by 1951, the Orcadian and the 
Clarion of Skye find their place 
in the schedules. 

In fact, by the beginning of 
1951, some 40 weekly news- 
papers were carrying the Calor 
advertisement—still based on 
“service” but now including 
more detailed information 
about the advantages of Calor. 
Running in conjunction with 

press advertising were certain 
specialised publications. Begin- 
ning in the spring of 1950, the 
advertisement appeared in the 
catalogue of every important 
agricultural show. In most cases 
the company exhibited at these 
shows but, whether showing or 
not, they found it abundantly 
worth while to be represented in 
the catalogues, with their automa 
tic distribution in the very areas 
it was desired to reach. A stand 
at the “Highland” was, of course, 
considered essential and Calor 
Gas have been represented at that 
great annual show ever since. 


gradually extended and the fact 
of their country-wide service be- 
came known, the advertising 
focus shifted gradually, and 
naturally, to appliances and to 
the advantages of Calor Gas. 


Additional range developed 


The quality and the enormous 
variety of equipment available 
provided a real “selling” story 
for the country housewife, while 
research and experiment quickly 
developed an additional range of 
specialised equipment for use “on 
the farm.” At this stage space 
sizes were increased to eight-inch 
and 10-inch double columns on a 
monthly insertion basis. This ad- 
vertising was backed by a two- 
colour, fully-illustrated, folder 
showing every Calor Gas appli- 
ance and was made available on 
request or through the various 
exhibitions and agricultural 
shows. 

With so many country house- 
wives already turning to Calor 
Gas, cookery demonstrations 
were now felt to be appropriate. 
These were organised in loca! and 
town halls in the rural areas and 
a two-page folder announcement 
carried, on the inside page, a de- 
tailed programme of demonstra- 


Scottish Home and Country, 
WRI secretaries were invited to 
apply for demonstrations in their 
own institutes. 


Through all this area activity 
the press advertising continued, 
publicising new appliances and 
always stressing the personal 
service and the importance of the 
local authorised dealers. By this 
time. indeed, dealer training 
courses had been opened in 
Glasgow. The response to this, 
from dealers, was very enthusi- 
astic; so much so, in fact, that 
today practically every dealer has 


A special approach was made by Calor Gas (Scotland) Lid., 


owners of caravans. 
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at least one member of his staff 

who is a fully qualified, certifi- 

— representative of Calor 
as. 


Use of weeklies 


With the establishment of so 
many local dealers, it was now 
possible to regularise still further 
the press advertising campaign. 
For each small area, throughout 
Scotland, a weekly paper, or 
papers, was selected with careful 
consideration of the dealers’ 
ground, covered by the circula- 


@ Continued on page 30 


fake your Caravan - 


a’c. ALOR van 


You won't regret i. Wo ss for Cooking 
Lighting and Heatrg. We on wheels acqures all 
the comfort and convenience of home Tre verwice 


& country wide and appliances are compactly 


designed for limited space—iiee the BOO Cooker 

Mestrated here. Remember. only Caior Gas can 

give you immediate “on the spot tery wherever 
you may trave! throughout the B- ish 

rte 

aD 

teortneer 

pew wel, 

Pee 


CALOR-GAS 


FOR COOKING, LICHTING, HEATING. ETC. 


to the 


Stress was placed upon the country-wide service 


As the long list of dealers tions. Through the medium 0 of system. 


Out next week 


ADVERTISING REVIEW No. 8 (completing second year ) 


Special Number: 
Guest Editor: 
16 page Review of AGI Exhibition 


The Designer in Modern Advertising 
Hans Schleger 


Over 100 illustrations, 72 pages, impeccably printed 
Articles by: 


Lt.-Col. Alan Wilkinson—The 4 A’s Conference 
Eric Field——-Government Advertising, 1914-18 
Ashley Havinden—Jean Carlu 
W. K. Dingledene, New York 
Tested Principles for Prize Contests 
Charles C. Knights—G. Donovan Candler 
Jan Lenica—Polish Poster Art 
René Elvin—News Chronicle 
Mervyn Francis—A Spring Visit to USA 
Roger Barton, New York 


Less Guesswork in Advertising Appropriations 


. ; 
Please enter my subscription for the next four issues to Advertising Review 


ues {1 Single opy 5/6 


Name Cheque/ P.O. enclosed. 


ee ree ee Se PS eS 


Advertising Review, 42 Russell Sq., London, W.C.I Langham 8197 
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NORTH - NORTH - WEST 


1SV3~- HLNON 


1SV3 


*NORTH - WEST 


1SV3 « HLYON - 


WEST 


1sv3 


EVENING NEWSPAPERS: Hull Daily Mail * Grimsby Evening Telegraph 
Lincolnshire Echo * Evening Sentinel (Stoke-on-Trent) * Derby Evening Telegraph 
Leicester Evening Mail - Bristol Evening World - South Wales Evening Post 
(Swansea) * The Citizen (Gloucester) * Gloucestershire Echo (Cheltenham) 
WEEKLY NEWSPAPERS: Yorkshire and Lincolnshire Times (/u//) * Grimsby 
Saturday Telegraph - Staffordshire Weekly Sentinel (Stoke-on-Trent) * Herald 

of Wales (Swansea) * Gloucester Journal - Cheltenham Chronicle. [ 


, Ow 
. ‘ 
R. H. PENNEY, Advertisement Director, 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED. 


163 QUEEN VICTORIA [STREET, LONDON, E.C.4. FLEet Street 6000 


WEST-SOUTH - WEST 
1SV3 > HLNOS 


1SV3*HLNOS 
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PRINTERS 


/ 


Over 120 years 


of experience 


have made 


Royle’s name 
synonymous with 


good print. 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-€-4 
City 6480 


on 


30 


A campaign 
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that sent up 


sales by 900 per cent 


At y° 


ur Serv iof | 


All the advantage: of CALOR GAS for 


Cooking 


tPar 


througheut 


Lighting, Heating and Water 


Heating are always at your service. More 


ervice and Supply Depots 
Scotland guarantee the 


t possible advice and assistance 


250,600 
HAVE THEIR OWN GAS 
SUPPLY 


nstaliation. appliances and 


c! supply. Write now for the 


The 
CALOR GAS 
COOKER p= 


i 
COUNTRY HOMES | 
' 
' 


. THANKS TO 


CALOR: GA 


5 , A , as oT ‘ ‘To 


OVER 150 AUTHORISED DEALERS IN OTLAND 


ts BLYTHSWOOD SQUARE pL 4sGow, C2 


This advertisement pointed out that a quarter of a million country 
homes had been equipped successfully with the Calor Gas system 
. thanks to the comprehensive service organisation. 


tion. For each paper the name 
and address of the dealer, or 
group of dealers, was set up and 
stereos supplied for use under 
every normal Calor Gas adver- 
tisement. This system is still in 
operation. 

From the beginning, dealer 
aids found an extensive place 
in the advertising appropria- 
tion. Showcards, window pel- 
mets and stickers were distri- 
buted extensively; the painting 
of dealers’ premises and trans- 
port in the recognised Calor 
colours was offered on a mutual 
basis; and a choice of four- 
inch double column standard 
blocks for press and letter head- 
ing blocks were made freely 
available to all dealers. 

The entire basic campaign has 
been continuous since 1950 with 
the regular addition of 
specialised “copy.” This included 
successful representation in 
several caravan features, heralded 
by the now well-known slogan— 
“Make your caravan a Calor 
van.” More recently, half-pages 
were booked in leading Scottish 
dailies to launch the new handy 
cylinder for use as a portable 
picnic cooker, blowtorch, heater 
or flood lamp. 


Same price system 

The enormous success of the 
campaign can readily be judged 
by the fact that the sales of Calor 
Gas in Scotland today are eight 
to nine times what they were in 
1950. This campaign may, 
indeed, have even wider impli- 
cations than the increase of sales. 


| One of the vital decisions made 


at the beginning was the equali- 
sation of freight charges. In this 
way Calor Gas is available at 
the same price everywhere—on 
the mainland and on the most 
remote and distant islands. It is, 
perhaps, not too much to say that 
the availability of the product 


with all its comforts and ameni- 
ties has done something to arrest 
the tendency for depopulation of 
the remote areas. 

The campaign goes on. New 
dealers continue to be appointed. 
The great effort of the past six 
years is almost, as it were, sym- 
bolised today in the mobile dis- 
play and demonstration units 
which reach out everywhere. 

It will be apparent from the 
foregoing that the campaign is a 
striking example of successful 
co-operation between advertiser 
and agent. Hardly a step has 
been taken either by advertiser 
or agent without consultation. 

The campaign was planned in 
collaboration with the McMurtrie 
Advertising Service, Glasgow. 


The new “Stick-a-seal” display 

carton, in bold red and black, 

holds a dozen rolls of the 
product. 
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With nearly 90 years’ experience 
SMITH, DALBY-WELCH 


know all about effective coverage 


ot SPECIFIC AREAS 


One of the great advantages of 
DIRECT MAIL is its ‘directability’. 
The location and extent of 
your market may be dictated 
by circumstances, or chosen 
deliberately. Whatever its size, alga 
and wherever it may be, you ‘i 4s 


can be sure of 100% coverage \ Wij 
without waste, ‘S 
through Direct Mail. 
In nearly 90 years, we have learned a 
great deal about the geographical 
distribution of people and trades, and we 
are continually extending our knowledge 
and keeping it up to date, All that we know 
is on record, for your benefit. Our advice 
at the planning stage of your Direct Mail 
campaign is freely available; our 
comprehensive, up-to-the-minute mailing 
lists are at your service and our 

mechanical resources have everything it 
takes to ensure that your mailing— 
whatever its nature or size—reaches the 
right people at the right time. 

May we send you a copy of our booklet 
DIRECT MAIL THROUGH S.D.W. ? 


a 


If you would like to see a Direct Mail House in 
action—please telephone us. We welcome visitors. 


SMITH, DALBY-WELCH LTD 


POSTAL ADVERTISING CONTRACTORS 
ESTABLISHED 1868 


11-12 HALF MOON COURT + LONDON, E.C.1 + TEL: MON 9691 (5 lines) 
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Is it not time British public 
relations was jolted from its 
second-class complacency? For 
the last five years I have been 
an Englishman in North 
America and have seen the 
press releases, the broadsides 
and much of the promotion 
material that is sent from Great 
Britain—especially to Canada. 

Most of it is awful. 

For a start, one gets tired of 
seeing full page, four-colour 
photographs of dimpled lassies 
wearing Cornish lace head-dress, 
and standing invitingly outside 
some quaint thatched cottage. 
This passes for publicity about 
Britain—and variations on the 
theme are endless. 

Moreover, people in the United 
States and Canada are subjected 
to a flow of lyrical prose and 
pictures of sleepy villages, leafy 
lifeless country lanes, and rustic 
blacksmiths. These are beautiful, 
without doubt. But one does 
question whether they stimulate 
Americans to visit Britain—or to 
buy from it. 

Similar delights exist in their 
own country. 


Not enough time 
And it is a standing joke that 
American tourists in Britain 


have no time to see the leafy 
lanes anyway. You know what 


Americans look for in Britain. 
London, Windsor, Oxford, Strat- 
ford-on-Avon and perhaps Edin- 
burgh. 

There is little evidence that 


Nothing is more important to the 
trading health of this country than 
the selling of British industry to 


those across the Atlantic. 


But— 


The real story of modern 
Britain is not being told 


says A SPECIAL CORRESPONDENT 


they go to see the things British 

publicity shows. 

Because so much of the news 
from Britain is grey and depres- 
sing, you are probably right to 
pretend that England is “Merrie.” 
But do not call it Elizabethan as 
well. 

One of the main tasks of public 
relations and publicity towards 
the US and Canada must surely 
be to encourage the 180 million 
people living there to buy British. 
They are unlikely to buy cars or 
electric generators, or modern 
machines from a country con- 
sisting of village blacksmiths and 
thatched cottages. 

Many of Britain’s products are 
technically superb and some of 
the research and development 


Foes On 
CANADA 


work going on in the British 
Isles is without equal. 

So why not say so? 

Why hide vour light (the light 
that can win sales and prosperity 
for you) under a bushel, no 
matter how picturesque the 
bushel is. 

The public relations and pub- 
licity you send to North America 
creates a dilemma in the minds 
of earnest men. They ask: “I 
am told that Great Britain makes 
the machinery I want. But how 


all... 


..a great deal of your Production 
work, such as preparing negatives for 
plate-making and blockmaking .. . 


You can do with a Grant 


... most of the teasing tasks that make 
life difficult for the harassed Art 
Director; jobs that must be done at 
once but cannot be rushed; jobs that 
call for a skilled man when only a 
junior is available. Layouts and adap- 
tations, ‘stats’ on demand, accurate 
photocopies, enlargements and reduc- 
tions—the Grant will take care of them 


This precision-built optical instru- 
ment (camera, enlarger, copier, visual 


aid in one) will, in fact, revolutionize 


your timetable, enable you to get 
through more work in less time, with 
better results, and to allocate confident- 
ly to assistants duties you now feel 
compelled to perform in person. 

You owe it to yourself, to your 
ambitious staff and to your clients to 
test the astonishing range of this 
versatile machine. Why not ask for a 
demonstration ? GRANT PRODUCTION 
CO. LTD., 4 Rathbone Place, London, 
W.1 (Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 4131) 


The NEW dual-purpose Grant showing 
extra lamps in operation 
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can it meet our industrial stan- 
dards when it is wallowing 
romantically in the Elizabethan 
era?” 

To end this misconception, 
Great Britain should give a 
clearer picture of itself. Do not 
give people one set of facts (that 
the island is lovely to look at and 
quaint) and expect them to 
deduce others from them (that 
Britain is a hard-hitting industrial 
power that leads, and is worth 
buying from). 


Poor quality releases 
In five years in North America 
have seen one thing starkly. 

Press releases from British 
industry are almost totally 
useless. As a trade magazine 
editor, I receive hundreds of 
news releases each week. Yet 
although this is in an industry 
in which many British firms are 
actively competing, I rarely 
receive anything from them. 
With the best will in the world, 
editors cannot publicise your 


— 


products unless they know 
about them. 
The Americans know _ this. 


They send a burdensome pile of 
news releases and photographs 
incessantly—and they get pub 
licity. 

When news releases do come 
from British companies, they are 
unintelligible most of the time. 
Typed single space and repro- 
duced cheaply on poor paper, 
they arrive without photographs 


@ Continued on page 34 
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January, 1957 


Press date for ordinary advertisements, December 7 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 
Terminus 3636 2-3039 London Telex 
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FOCUS ON CANADA-—continued 


or explanation. The busy editor 
does not have time to fight his 
way through their incompre- 
hensibility. He tosses them out. 

You can get all the free 
publicity you want in North 
American magazines. They are 
hungry for copy—but you must 
make your releases attractive, 
factual, and easy for editors to 
read and process. 

Speaking of North America 
and Great Britain, someone once 
observed that language was the 
common bond that divided us, 
and there is truth in this. On 
both sides of the Atlantic deep- 
rooted misconceptions exist, but 
in terms of straight business 
neither side can afford them. 


Reason for failures 


It is a commonplace to say that 
Britain must earn more dollars 
(last year, for instance, Britain 
spent twice the number of dollars 
in Canada that she earned from 
there), and there is no doubt that 
poor public relations and pub- 
licity lie beneath many British 
failures in North America. 

By brilliant public relations 
basically, the Volkswagen people 
sold more cars in the United 
States in 1953 than all other 
foreign makes put together. It 
had major feature stories in 
Time, Macleans and many other 
leading publications—and Olivetti 
has done the same. 

All too often, their British 


counterparts plod on, dismayed 
by the press, 

Because British advertising men 
are failing to grasp the oppor- 
tunities offered by the news- 
hungry dailies, weeklies, maga- 
zines, radio and television, they 
are cheating themselves. North 
Americans will buy from Great 
Britain if you have the right pro- 
ducts and you draw attention to 
them. Schweppes, one of the out- 
standing success stories of recent 
years in North America, have 
shown what can be done. It is 
not easy and Commander White- 
head and his team of expert 
agency and _ public relations 
people work tirelessly: “In the 
last year,” claims the Com- 
mander, “I must have made 200 
a appearances. And all 
ree.” 


You will not achieve a thing by 
treating these rich North Ameri- 
can markets as a blend of joke 
and unpleasant necessity. Go 
into them wholeheartedly. Under- 
stand the power of the press 
there, and cater to it. Give the 
editors what they want. Find 
the angles. Spend time and 
money on it. Great Britain has 
a matchless story to tell of skill, 
ingenuity, inventiveness and the 
dogged scaling of adversity. 

Why not tell it? Forget the 
half-timbered pubs. By aggres- 
sive public relations and publicity 
you can do much to improve 
Britain’s overseas picture—and 
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Big U.S. autumn drive to 


sell three related foods 


HREE traditional Ameri- 
can food favourites - 
kraut, pork and apples—have 
teamed up again this autumn 
in the fifth annual combined 
advertising campaign. 


Sponsored by the National 
Kraut Packers Association, the 
promotion is being conducted for 
six weeks and ending on Novem- 
ber 30. The drive was spear- 
headed by a national publicity 
and merchandising programme 
designed to acquaint consumers 
with the taste appeal and nutri- 
tional value of the featured 
foods. 


Radio and television 


National publicity, scheduled 
for the food pages of newspapers 
and magazines, and homemakers’ 
shows on radio and television, are 
featuring photographs and stories 
of the related food items and are 
explaining their use in many 
practical and unusual _ recipe 
combinations. 


Retailers can capitalise on the 
benefits of the intensive national 
publicity campaign by tieing in 
at the point of purchase. Colour- 


Helping in the current drive in 

the United States to boost sales 

of kraut, pork and apples is Patty 

Lee—seen here beside a display 
of kraut tins. 


ful 17 by 22 inch posters are 
available and one and two 
column drop-in advertisement 


mats are also freely offered. 


CHUCK-AWAY or cherish 


The simplest wire-stitched carton that will safely carry spare drill 
chucks? A sophisticated chocolate box that will later cherish a lady’s 


gloves? Both problems solved, as yours can be too, by the money-saving 
machinery of THE PACKAGING SPECIALISTS. 


‘ 
NV 


Johns, Son & Watts Limited, 
2-4, Epworth Street, London, E.C.2 


Monarch 7408 
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You’ve missed a very big order 


The Board have agreed unanimously to purchase four new cranes 
and the order has gone to your competitor. 

Why? Your product is as good as his, if not better. 

Well to start with, like most top ranking executives, the members 
of the Board read Machinery Market. Your competitor advertises 
in it. Now no-one pretends that any board of directors will order 
expensive plant just because of an advertisement. But their early 
trains of thought may well be set in motion by a well designed ad. 
And that was what happened in this case. Machinery Market is the 
commercial engineering journal. The journal which top men read not 
only for its excellent editorial content but for the advertisements 


as well. But your advertisements don’t appear in it. Pity. You’ve 
missed a very big order. 


HNOUHTTNNUNTHLIT 


HN 


LA | 


' Every form of manufacture 
is covered by MACHINERY 
MARKET—all who use or 
need machinery and 
engineering material. A 
. . P E supplement published each 
The Commercial Engineering Journal. 1/- every Friday iil acliatillen Gepemen 
THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA STREET, E.C.4. + acid ps sa a 
Tel: CITy 1642 (6 lines) An auvual ecbesrigiion of 
55/- includes the Machinery 
Market Trades Inder. 
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Opportunities for 


SELLING 


THE ILLUSTRATED 
LONDON NEWS 


The Nielsen Study* shows that a third of all 
ILN readers are among those privileged to 
hold positions of public responsibility and 
that over 70% are members of professional 
bodies, learned societies or associations. 
Hundreds of advertisers use The Illustrated 
London News to maintain and foster institu- 
tional buying. 


THE TATLER 


Measured by RESULTS, The Tatler is 
probably one of the greatest sales makers of 
our time. Of course, no publication can be 
all things to all advertisers but this we can 
say with no fear of contradiction: that for 
selective selling of high quality merchandise 
The Tatler has no equal. 


THE SPHERE 


The Sphere, unlike any other Illustrated News- 
paper, keeps readers in touch week by week 
with industrial and commercial development 
at home and in the Commonwealth. This is 
part of an editorial pattern which provides a 
certain indication of The Sphere’s quality of 
readership, The Sphere’s influence and The 
Sphere’s deep penetration into the heart of 
British life and industry. 


SPORT & COUNTRY 


There is nothing “small” about Sport & 
Country readers—56.3°%, farm 300 acres or 
more—who are among Britain’s biggest and 
most important agriculturists. A small appro- 


_. . it reaches the leaders of the industry with 
certainty at the lowest possible cost. 


Rake tee ane 


et ag 
Te ten 


* AVAILABLE : 


priation goes a long way in Sport & Country 


four separate Nielsen Circulation Studies and— 
for Sport & Country—a special readership survey. 


If you take the trouble to look at The 


one conclusion: that it’s brilliantly edit 

If you are interested in Selling to wom« 

‘A’ audience, young, suave, moneyed, ec 

advertising buy for the future”. The fu 

1957 are under way and schedules are be 

are planned as special numbers in 1957 

seasonal selling when ali-important edito 
_ interests. Titles and dates are available 


advertisement manager, but meanwhile — 


TETAS 


WILLIAM W. J. sTY 
DD, ADVEKTISEMENT DIRECTOR ILLUSTRATED NEWSPAPE 
, ARS 
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ie Sketch fortnightly you can only come to 
lited, delightful to read. 

men you'll think to yourself, “a selective 
easy and economic to reach. A good 
future means NOW, when selling plans for 
being ‘‘made-up”’’. Eight issues of The Sketch 
57 — each is an exceptional opportunity for 
litorial links up closely with advertisers’ 

ible now from Geoffrey Phillips, 


— if it’s fashion you sell — be sure to schedule 


PAPERS LIMITED, INGRAM HOUSE, 195, STRAND, LONDON, W.C.2. TEMPLE BAR 5444 


CX S : 

7 a | 
2 ) | - F 

y OVI 

a. TL | | Il a 5 pp | | 
(tic oe “Wa 7 “3 


ADVERTISER’S WEEKLY 


wrt a change this Aspro 
advertisement is from 


NoveMBER 9, 1956 


REVIEW OF ADVERTISING 


the ranting and roaring typo- 
graphical monstrosities that 
turned newspapers into minia- 
ture editions of Subtopia 
before the war! 

I am not in touch with the 
proprietary medicine industr 
just now, but I suppose the healt 
service has completely altered the 
market’s balance, with a high 
proportion of the C and D popu- 
lation getting its aspirin free. 

Certainly this advertisement 
appears to be aimed a good deal 
further up the market and I think 
that its copy as well as its appear- 
ance has changed its tone. The 
copy seems more reasoned—less 
didactic—and the small type and 
long paragraphs suggest that 
Aspro has more faith today in its 
readers’ staying power. It is par- 
ticularly well written compared 
with most medical copy. 


has seen— 


tables 


us a magnificent example of the 
rhetorical question: 

“Last month a newspaper 
reported that one of the cold 
germs had been isolated. Here 
was hope! At last Medical 
Research was succeeding. But 
hopes were dashed. According 
to research, victory is not in 
sight. But is that really true? 
Many people claim Aspro 


Rhetorical question 


I was quite delighted with the 
way it reversed the medical pro- 
fession’s statement some years 
ago that Cortisone gave no 
more relief from rheumatism 
than aspirin: “The active in- 
gredient in Aspro is as good in 
the hospital treatment of rheu- 
matism as the wonder drugs bs 
ACTH and Cortisone.” That helps them conquer colds. 
is turning the tables indeed. The photograph of the woman 
The opening paragraph gives caught in the rain with her 


OVERTRAINED ; A ME. ? 


mex ( THAT'S THE 
THIRD SITTER 
| HES MISSED 
TODAY -HE S$ ‘ 


Cap eEg BLPEAF, 


77 KNOW IM A WASHOU 
10 BETTER 


ay WASTE OF TIME 
PLAYINC THAT 
MUC-NOT EVEN 
WORTH A PLACE 
D iN THE RESERVES 


FOOTRAL im YOuR 
WERVY TENSEDUP| 
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1 ONLY 18D MEUAR 


\ ¢ woNngR 
) WHERE'S THAT, lif SOUMOS SHLvs YU IMS CONCORD ous 
( MEWSAMPER \ pacaine cManes! COME THE TRICK > 
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Copytaster is of the opinion that it would be a pity to miss this adver- 
tisement. It is the most curious comic strip he can remember ever 
having seen. 


“tse, oS 4 ao 


Keeping his weather eye open for tips 
about winter ailments, COPYTASTER 


. 


An ad that turns the 


on the doctors 


In the opinion of 
Copytaster, this 
advertisement 
strikes a note of 
reasonableness and 
indicates that the 
advertiser has faith 
in the _ staying 
power of the 
readers. 


Ps 
VICTORY IN THE COLD WAR? 


cer powenr ASPRO \ 
REUL os 2 


rect server NOW! = Ai 


umbrella is exactly right. If you 
really want people to think seri- 
ously about colds you need to 
dramatise either the symptoms of 
the cold (compare Mentholatum’s 
picture of a woman with a clothes 
peg on her nose) or the kind of 
conditions in which people believe 
colds are likely to be caught— 
rain, cold, slush, or snow or smog. 
During about 15 years when | 
was closely engaged in medicine 
advertising I do not remember 
any cold remedy or preventive 
making a real success with pic- 
tures of people who were happy 
because their colds had either 
vanished or had never appeared. 
From time to time an advertiser 
with money to spare for experi- 
ments tries to sell mothers the 
idea of a happy family that is 
happy just because it is not ill 
with colds in the head. You know 
the kind of thing, with “he chil- 
dren queuing up for their medi- 
cine and dancing with joy as they 
swallow it. But most of the 
mothers seem to decide that the 
family would be even happier 


with a box of liquorice allsorts 
a visit to the pictures. 


* * . 


FINALLY, IT would be a pity 

let you miss the most curik 
“comic strip” advertisement t 
I can ever remember. 

The footballer in question 
badly out of form and has p1 
tically decided to give up 
omy entirely when his wife shc 

im what I take to be this s 
same advertisement in a ne 
paper. 

Apparently even the copywr 
began to have misgivings, for 
footballer looks at the advert 
ment and says: 

“It sounds _ silly—roch 
chairs and football—but 
have a go.” 

He then buys a “Conc 
for only 12 guir 
(seven days’ money-back gua 
tee if not satisfied) and— 
seven days but two months | 
—he is back into form again 
the spectators say he is the | 
centre-forward in the league. 
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a news- 
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janie 328 ,000 people read the Write for information of 
readership, readers’ buying 
habits and buying intentions. 


-rocking 
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eee Evening Despatch 
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= 233,000 of them read no other evening newspaper 
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For Advertising in: 


SCANDINAVIA 
HOLLAND 
U.S.A. 
CANADA 
LATIN-AMERICA 
WEST, CENTRAL and EAST AFRICA 
BRITISH WEST INDIES 


call 


POWERS 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 
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The client was a little astonished 
at the advertisement—but the 


new approach was approved 


An ad that brought the 


fairground to the store 


URING the past five 
years, Rushworths depart- 
ment store in Huddersfield 


| have made a practice of hold- 


ing a special Autumn Fair 
fortnight each October. Every 


| department in the store is “on 


show” to the public by means 
of special displays, features 
and demonstrations arranged 


| in conjunction with various 


manufacturers. 

In the past, their advertising 
has consisted of a number of 
small spaces in the Huddersfield 
Daily Examiner—each  depart- 
ment running its own advertise- 
ment—which utilised — stereos 
supplied by manufacturers. 

This year, however, the store's 
general manager, J. Hawkes, in 
conjunction with the firm's adver- 
tising agents, Bennett Williams of 
Bradford, decided on a full page 
venture. Agency director W. 
Furness thought that the layout 
should be based on a fairground 
artist John 
Lund went to work to produce 
something unusual. 

The finished design was, in 
fact, so unusual that it “rather 
startled the client,” says Mr. 
Furness. But Rushworths 
approved the new approach— 
and the page (reproduced here) 
appeared in the “Huddersfield 
Daily Examiner's” September 
27 issue. 


“bbe 4 


This gives some 
idea of the sort of 
thing that the 
readers of the 
“Huddersfield 
Daily Examiner” 
saw when an ad\ er- 
tising agency's 
thought 
that the time had 
come for a change 


he re 


8 AUTUMN FAR 


JOHN ROBERTS 


It was backed up by I1 inch 

three column and four inch 
y two column spaces using 
similar motifs to the whole page 
advertisement during the fair’s 
fortnight. 


Extra cepies of the whole page 
advertisement were mounted on 
card for display throughout the 
store and copies were also sent 
to the various manufacturers 
whose goods were featured. 


Favourable comments have 
been received from many of the 
manufacturers—and one supplier, 
with a normal delivery date of 
three months, gave Rushworths 
a 10 days’ delivery when he saw 
how his goods were being pro- 
moted. 

. 

THE WOLVERHAMPTON Express 
and Star is bringing home to 
readers the advantages of adver- 
tising in their local paper by 
printing a list of results from 

@ Continued on page 42 
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sales gO up... UP... up 
with every issue...and 
now top 


Read by alll the family 
all the week 


LESLIE A. MANDER Advertisement Manager 
TV TIMES - TELEVISION HOUSE - KINGSWAY - LONDON WC2 - HOLBORN 7888 
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The Man 
on the Spot 


The local advertiser is the man on 
He knows which local 


newspaper has most influence in 


the spot. 


promoting the sale of his commodi- 
ties. His lead is always worth 


following. 


In Northern Ireland, local adver- 
tisers buy more space in the Belfast 
News-Letter than in any other 
morning newspaper. There is a 
moral in this for the national adver- 


tiser. 


Belfast News-Letter 


Estd. 1737. More than a newspaper—an institution. 


Donegall St., Belfast. 85, Fleet St., London 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


120.911 


| Local 


| 
| 
| 
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FIFE ASSOCIATED NEWSPAPERS 


THE UP AGAIN! 


punrermune 43 631 


PRESS A.B.C. WEEKLY 


FIFE FREE 
PRESS 


ONE BLOCK, ONE ACCOUNT, ONE RATE ONE ORDER 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 


CITY 5906 


judging 
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paper runs window 


contest 


In this way the 
Victor Freed store 
in Cardiff gave a 
news in the “South at : 
Wales Echo” about = — 
the opening of its = 
new showrooms. 


their previous night's small adver- 
tisement columns. It appears 
that the dismal job of finding 
a home for a kitten was solved by 
7 p.m. with the help of one issue 
while an advertisement offering a 
television set and a radiogram 
brought 30 callers and a success- 
ful sale by 10 p.m. 


Intensive and different 


The ordinary everyday shopper, 
however, is the best customer for 
advertisers in provincial news- 
papers and these have been sub- 
jected to an intensive but slightly 


| different campaign organised by 


the Kidderminster Shuttle and 
Stourport Courier. This took the 
form of a “Shopping Week” to 
precede the Home Life exhibition 
in the Town Hall. Everything 
from cement to cosmetics was 
featured by local traders in a 
four-page supplement and various 
competitions were incorporated 
with them to get a sort of 
audience participation. 


In one of the competitions, 
shoppers were asked to judge 
from a given list the shop with 
the best dressed window. Notes 
compiled to aid the contestants 
stressed that they should not 
be over-influenced by the vary- 
ing attractiveness of the articles 
on display but should devote 
attention more to the balance 
and design of the window. 
This seems to me to be an 
excellent way to improve the 
standard of display in shops 
while at the same time bringing 
such details to the attention of 
customers. 


Another competition run in aid 
of local spastic children asked 


SHOWROOMS 
OFF Cake OP EMG FOMBRRON 
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competitors to place 12 slogans 
in order of merit, while several 
firms offered special reductions 
for certain articles at particular 
times on fixed days. Altogether, 
these made up four hard-to-skip 
pages with enough text and head- 
lines to make me feel that I would 
be missing something by not 
reading right through. 
* x * 


WELSH SHOPPERS have been 
well served in ‘the following 
manner. A typical couple, “Mr. 
and Mrs. Shopper,” were con- 
ducted through a Cardiff store by 
a 12-page supplement in the 
South Wales Echo. He was a 
“slim, handsome man of 24 with 
a wary eye on his cheque book.” 
She was “just 21, her pretty eye 
more extravagant.” . . . They 
both “knew what they wanted” 
and had recently been married. 


By the time page 12 came 
round I had been through the 
store with them and had found 
everything in it that “Mr. and 
Mrs. Shopper” could possibly 
require—from cigarettes, cups of 
tea and a quiet rest in the cafe 
(for him) to cosmetics and corsets 
(for her). 


As the story of their tour pro- 
gressed the text was illustrated 
with advertisements inserted by 
the manufacturers of each type of 
article mentioned. This, in my 
view, shows how useful and 
effective co-operative advertising 
between manufacturer and retailer 
can be. 

* * * 


A cCENTURY ago last month, 
William Trounce, a 42-year-old 


@ Continued on page 44 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
fe Europe’s largest plant producing 
point-of-sale material of all types, and 
occupies an area of 2} acres with an 
additional 1} acres of land for further 
development. Acme production, 
backed by a team of 50 designers, 
brings a complete service to adverti- 
sers. Top quality showcards, displays 
and signs at competitive prices are 
the keynote of this service. 


perfectly rigid, yet 
folding completely flat for dispatch, 
this display will carry a distributed 
weight of 115 Ibs. Yet another weighty 


eeearatahe” 


ME OF ENFIELD 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works - Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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Me design and make! 


@ DISPLAY UNITS @ SALES AIDS © DISPENSERS 
Whether it is metal, wood or wrought iron 


WE ARE THE ACTUAL 
MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


Additional Premises 
For The 
LEICESTER MERCURY 
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FICESTER 
MERCURY 


LONDON. C.P.R. CRANE, 44 FLEET ST... E.C.4. TEL. FLEET ST., 6820 


Islington 


NoveMBEerR 9, 1956 


Direct mail boost for 
provincial weekly 


Cornish printer, saw in the large 
and expanding division’ of 
London's Islington an opening 
for a newspaper. And so the 
Gazette was born. 
Measuring 12 by 17 inches, it was 
a four-page issue containing 16 
columns—and sold at one half- 
penny per copy. 


It was an immediate success. 


| The first issue (published from a 


pie shop opposite the Grand 
Theatre) sold 10,000 copies—de- 
spite opposition from  news- 
agents. One of them is on record 
as inquiring scornfully: “What! 
do you think I'm going to sell a 
paper for half a farden profit?” 


Distribution problems were 
solved by enlisting the aid of local 
boys—who sold the paper in the 
streets all over the parish. 

Those first publishing days 
witnessed exciting scenes, especi- 
ally if the paper happened to be 
late. On more than one occasion 
impatient newsboys got out of 
hand and the police had to be 
called to maintain order. 


Claim to age 


Today, the /slington Gazette, 
which claims to be the oldest 
local newspaper in’ North 
London, enjoys great prestige and 


| influence. It celebrated its 100th 


+ 


birthday with a special 24-page 
tabloid-size Centenary Supple- 
ment. 

Pride of place on its front 
page was given to a congratula- 
tory message from the Queen, 
followed inside by many fascinat- 
ing glimpses of the Islington of 
yester-year, tributes from impor- 
tant members of the community, 
and features on present-day life. 
Local advertisers gave the sup- 
plement excellent support—some 
9} pages being sold. 


ARE PROVINCIAL weeklies get- 
ting less national display adver- 
tising? From letters I receive 
from the advertisement managers 
of many such papers it appears 
that such is the case. 

The forthcoming campaign 
by the Newspaper Society to 
promote this important section 
of the British press will un- 
doubtedly help to boost 
revenues. But unless the news- 
papers themselves back up the 
drive with their own individual 
promotion efforts the results 
will be negligible. 

One advertisement manager 
who realises this is D. W. Gaff- 
ney, of the Salford City Reporter. 
“It is important,” he says, “for 
individual managers to help 
themselves by supplying space- 
buyers with up-to-date informa- 
tion about their publishing 
developments.” 

He makes a habit of sending 
direct mail shots to all the Lon- 
don space-buyers—and follows 
this up with personal visits. In 
his view, it is simply not enough 
to leave everything to a London 
representative. 

Here is an extract from the 
latest shot: 

“. . . . Within an area, resi- 

dential and industrial, of some 
four square miles, the ‘Re- 
porter’ sells to over 224 thou- 
sand families every Friday— 
readership of well over half the 
population of the city.. 

“Clients planning extensive 
sales drives in the Manchester 
area can really reinforce their 
‘pedestrian’ evening newspaper 
covering at little extra cost by 
using a well-produced, hard- 
hitting weekly—heavily — sup- 
ported by local display adver- 
tisements and nearly two and a 
half pages of classifieds. .. .” 
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Showing the girls behind bars 


When the film, “Girls In Prison,” arrived at the Essoldo cinema 
in Scunthorpe, the management decided to do some unusual but 


eyve-arresting promotional work. 


The services of two young tele- 


graphists were obtained, and they spent an afternoon touring the town 
on the back of a lorry and surrounded by bars and posters. 
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) IN THESE AREAS - is 2 
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“make sure you use 


MILLS & ROCKLEYS LTD 


“LANNED POSTER ADVERTISING IN MORE THAN 200 TOWNS 


NOTTINGHAM 
* 
LEICESTER 
2 


NORWICH 


®@ COVENTRY 


NORTHAMPTON 


eee eee LUTON 


@ OXFORD 


CASS 


@ BRISTUL 


TAUNTON 
ec \ PORTSMOUTH 
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driving force in ‘ selling’ campaigns. “This is well 
demonstrated by the Mills & Rockleys* research. 
which proves that at least 8 out of 10 peoplé have _ 
an average of over 20 opportunities. of seeing the 
advertisements of a full campaign cach week. 
*Further copie: of “The Size and Néture of the Poster 
Audience—S twdy J] "available cn request. 


HEAD OFFICE: 2] QUEENSMBOAD, COVENTRY 
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THE publication in 1958 of the first comprehensive 


% and fully representative BUYERS’ GUIDE AND 
Ls REFERENCE BOOK to the 

= BRITISH ELECTRONICS INDUSTRY. 

me: THIS publication will concentrate mainly on the 


capital-equipment side of the Industry, and one 
4 of its principal objects will be to provide an 
authoritative source of reference for potential 
buyers of British Communications and Electronic 
; products overseas. IT will also contain inform- 
ation essential to Telecommunication Engineers 
and Electronic Designers and Manufacturers, 
Government and Public Service Personnel, Radio 
and Navigation Officers, Production Managers, 
Business Executives, Plant and Maintenance 
Engineers. 


* More than 700 pages 
of vital facts for users 
and manufacturers of 


= electronic products 


* Embodied in one book 
for the first time 


* Page size 113" x 83’ 


e Advertising Manager : 
ow MALCOLM ROBERTS 
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THE EDITORIAL CONTENTS WILL INCLUDE : 


Buyers’ Guide 


Easy-to-find alphabetical listings of all significant electronic and 
allied products available from British manufacturers. 


Review of Progress 


Charts and other comparative technical information on Materials 
and Components ; Manufacturing Techniques ; Communications 
and Navigational Aids ; Industrial Television ; Sound Repro- 
duction ; Measuring and Control Instruments ; Ultrasonics ; 
Radio Frequency Heating; Nucleonic Instrumentation; Electronic 
Computers, etc. 


Manufacturers’ Index 


An alphabetical listing of all companies concerned with the manu- 
facture of electronic equipment and components. 


Who’s Who 
Essential details of the principal personalities in the Industry. 


Trade Name Index 


An alphabetical listing of trade names relating to electronic and 
allied products. 


Professional and Trade Associations 


Concise information, addresses, etc., of all professional organ- 
isations and associations connected with the Industry. 


Reference Section 


Charts, Conversion Tables, Frequency Allocations, Graphs, 
Statistics, etc., presented for quick and easy reference. 


* 


Further information on this publication, 
relating both to Editorial and Advertising, 
will be made available shortly 


HEYWOOD. & COMPANY LTD., — 


DRURY HOUSE, RUSSELL STREET, LONDON, W.C.2 
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AD MAN’S BOOKSHELF 


Comprehensive guide to 


the principles of selling 


iv was once observed by 
Lord Woolton that the 
gems of Churchillian oratory 
were not the consequences of 
extemporaneous brilliance, but 
of careful thought and re- 
hearsal. Even his apparently 
off-the-cuff public utterances, 
which a_ war-stricken world 
heard with bated breath, were 
carefully prepared in advance 
The same thorough prepara 
tion of the speeches, he said, 
were also typical of another 
great orator, David Lloyd 
George. 


Very wide application 


Salesmanship enters so freely 
into so many human activities, 
whether of the spoken or the 
written word, whether it relates 
to statesmanship, the presenta- 
tion of a legal case, the selling. 
in fact, of any idea, whether it 
be road safety, hygiene, a new 
invention, or a product, that the 
authors of this book* would 
surely be among the first to 
praise Churchill's demonstration 
of the technique of selling ideas. 


In fact, throughout, the book 
places emphasis upon the im- 
portance of planning the sales 
presentation carefully in ad- 
vance. The authors have little 
use for extempore brilliance: 
their conception of good sales- 
manship is based on the founda- 
tion of thorough planning— 
from knowing your product to 
studying the customer and his 
buying motives; from _ the 
economic planning of the sales- 
man’s calls to the effective pre- 
sentation of the sales story. 


Art and science 


Selling is in some respects an 
art; in others it is a science. It 
is an art in that, intrinsically, 
it is concerned with human 
nature. A favourite axiom of a 
well-known teacher of selling was 
that “the salesman must be all 
things to all men.” Nevertheless, 
science plays its part in the sense 
that “to be successful, organised 
sales principles and sales methods 
must be developed in a systema- 
tic way.” 

So far as the principles of sell- 
ing are concerned, this book says 
nothing which has not been 
repeatedly said before. In the 
early °30s one remembers demon- 


| strating to classes of salesmen the 
| progressive stages of the success- 


ful sale summed up in the key- 
word “A.1.D.S.,” representing : 


* Successful Salesmanship, by Paul W 
Ivey and Walter Horvath, published by 
Staples Press Ltd., price 42s 


® Attention secured 

@ Interest obtained 

®@ Desire to possess aroused 

® Sale successfully closed 

These stages, with elaborations, 
are again expounded in this book. 
The fact that fundamental prin- 
ciples are reiterated, however, is 
in no sense to the discredit of the 
authors ; nor is it due to the fact 
that this publication, in its third 
edition, is an up-to-date revision 
by Walter Horvath of the original 
text of the famous Ivey. 
Such principles, indeed, even in 
an age approaching automation, 
are or to remain fixed and 
immutable. 

Where the book excels is in 
the lively, colourful and apt 
examples, all of present-day 
application, which serve to illu- 
minate the principles of good 
salesmanship. 

These stories, since they illus- 
trate human success and failure, 
are entertaining as well as instruc- 
tive to read. Indeed, despite its 
nature as a commercial textbook, 
it is full of warm interest (and 
sound guidance). To the adver- 
tising man, the examples of 

rinted salesmanship, in particu- 
ar the famous “Hammer story,” 
which was presented by the late 
Dr. Ivey at hundreds of sales con- 
ventions—an instance of printed 
selling scoring over personal 
salesmanship—are especially per- 
tinent. 

The case histories are American 
in origin, but mostly universal in 
application. This is a 
which can be recommended to 
any man of affairs directly or 
even casually engaged in the sell- 
ing of ideas or goods by the 
printed or spoken word. From it 
he will learn much of value in 
the art of “making friends and 
influencing people.” —w. a. 


Research work 
into disaster 


A Night To Remember, by Walter 
Lord, published by L price 
16s. 

Tus 1s the story of the sink- 
ing of the “Titanic.” It begins 
with the sighting of the iceberg 
and it ends with the arrival of 
the survivors in New York. It 
does not go (except, perhaps, by 
delicate implication) into the 
“who-was-to-blame” aspect of 
the tragic matter. 

And it is a gripping story that 
Mr. Lord has to tell. It took him 
over 20 years to piece the infor- 
mation together and the advertis- 
ing man finds additional interest 
in the fact that he is now an 
executive with the J. Walter 
Thompson Company. 
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HE effect of the Govern- 

ment’s policy of disinfla- 

tion on industry and on the 

level of output, has probably 

been felt more in the Midlands 

than elsewhere in the United 
Kingdom. 

However, even making allow- 
ance for the manner in which 
news is presented in some sec- 
tions of the press, the dismissals 
and redundancies in the region 
have tended to receive a greater 
degree of publicity, so creating 
an impression of a situation verg- 
ing on a depression. Progress in 
other directions has tended to be 
neglected. 

It is, nevertheless, important to 
underline the highly significant 
role which the manufacture of 
vehicles plays in the economy of 
the Midlands, a role which is in- 
dicated by the figures shown in 
an accompanying table. 

The figure of 1,087,000 em- 
ployed in manufacturing indus- 
tries in the Midlands should also 
be considered in relation to a 
total of rather more than double 
that number for the estimated 
total number of employees in 
June, 1956, and in December, 
1955. Thus, while those em- 
ployed in vehicles constitute 
about 22 per cent of employment 
in manufacturing industries, the 
proportion is only about 11 per 
cent in relation to total employ- 
ment. 


Question of expansion 


Moreover, there remains the 
question of the extent to which 
the vehicle industry has over- 
expanded and labour in the in- 
dustry has been under-employed, 


Despite the much publicised labour 
troubles of a section of MIDLANDS industry, 
the Advertiser’s Weekly Market Research 
Team conclude that it is— 


ADVERTISER'S WEEKLY 


A great industrial region 


with big market openings 


Picture by Mills & Rockleys Ltd. 


while other industries have found Busy market scene in Coventry. Building activity is continuing at a 
high level in this city, and provisions have been made for a secondary 
shopping centre at Tile Hill. 


themselves extremely short of 
labour because of the very high 
wages paid in the motor industry. 

It is indeed interesting to read 
in a recent report of the Midland 
Regional Board for Industry that, 
although the employment situa- 
tion in the region had de- 
teriorated, there were signs of 
increased export trade and a 
stepping up of production in 
heavy industry. Additionally, 


shortage of steel sections has con- 
tinued to hold down the output 
of the railway carriage builders 
to 70-80 per cent of capacity. 
One of the effects of the shortage 
has been the dismissals of a small 
number of workers by the Birm- 
ingham Carriage and Wagon 
Company, although the state of 


Changes in Population 


(June, 1950 to June, 1955) 


June, 
1950 


MIDLANDS :— 
Warwickshire :— 
Birmingham 
Coventry... 
Worcestershire :— 

Dudley ... . 
Worcester 


Staffordshire :— 
Burton-on-Trent 
Smethwick wt! 
Stoke-on-Trent 
Walsall gen 
West Bromwich 
Wolverhampton 


NORTH MIDLANDS :— 
Derby... a sion 
Nottingham... 
Northampton ... 


icester ... eos ove 
Soke of Peterborough 


++ 
3 


22888 


I++111 
a= =—h 


= Nae 


+1141 
S833 


Source: Registrar General's Estimates of Population, June, 1950 ; June, 


the order book warranted increas- 
ing the labour force. 

As regards alternative em- 
ployment, most of the British 
Motor Corporation employees 
made redundant in July be- 
cause of the recession in the 
motor industry had found 
other work by mid-September. 
Announcing in mid-September 
that, of the 4,760 redundant in 
the Midlands factories, only 
400 remained on the employ- 
ment exchange registers, the 
Midland Regional Controller 
of the Ministry of Labour also 
said that many of the men had 
found work in industries which 
were critically short of man- 
power. 

In the West Midland division 
of the National Coal Board about 
400 men had been recruited since 
the beginning of July ; road trans- 
port, building, the railways, elec- 
tricity, gas and water undertakings 
had all benefited. 

The ease with which the men 
had been able to find other work 
was partly accounted for by the 
fact that many, attracted by high 
earnings, had left other industries 
to go into car factories. They 
were now returning to their 
former trades. It is also true that 
there has been a _ considerable 
migration of workers from other 


areas, and although the figures 
available show the numbers only 
up to 1955, they have considerable 
bearing on the situation. The net 
gain between May, 1954, and 
May, 1955, is illustrated in 
another table. 

Moreover, between June, 1950, 
and June, 1955, the population of 
the region had increased by some 
160,000 to close on eight million. 
Movements of population in the 
principal markets of the Midland 
and North Midland regions are 
= reflected in an accompanying 
table. 


Skilled men 


in demand 


T would indeed be misleading 
to suggest that the changed 
conditions have not been re- 
flected in the employment situa- 
tion; and the most recent figures 
published show that in mid- 
August the percentage rate of 
unemployment was 2.1 in the 
Midland and 0.6 in the North 
Midland regions respectively, as 
compared with 0.4 per cent and 
0.5 per cent in December, 1955, 
and 0.5 per cent in each area a 
year ago. , 

The average rate for Great 
Britain in mid-August, 1956, was 
1.2 per cent, and the percentage 
for the Midland region was 
exceeded only in Scotland and 
Wales. The main centres were 
Birmingham, with 21,706; and 
Coventry, with 5,243; and these 
figures do not take into account 
short-time working. 


Unskilled position deteriorated 


Nevertheless, while the em- 
ployment situation for unskilled 
and semi-skilled labour has 
deteriorated, a large number of 
vacancies still exist for skilled 
men. A table shows the situation 
as it existed at the end of July. 

In addition to the motor-car 
industry, other industries have 
shared in the falling off in 
activity. During the first half of 
1956, and largely because of the 
hire purchase restrictions, British 
motor-cycle production had fallen 


@ Continued on page 52 
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by 24 per cent, as compared with 
the level during the same period 
a year ago, although exports were 
slightly higher. 

In another industry, and one 
which provides an important indi- 
cation of the progress of capital 
investment, namely the machine 
tool industry, while activity re- 
mains at a very high level, there 
was a sharp fall in new orders, 
particularly from home cus- 
tomers, during the second quarter 
of the year. Total new orders 
received in the period were worth 
£21.2 million, as compared with 
£25.5 million in the correspond- 
ing three months last year. 

At the same time, with an order 
book showing nearly £105 million 
worth of outstanding orders there 
was still 16-17 months’ output at 
monthly rate of production in the 
second quarter. 


Scene in the Hinckley dyeing and cleaning works of Sketchley Ltd. 
This company dyes and finishes about 50 million pairs of stockings 
a year for local hosiery manufacturers. 


Industrial Structure of the Midlands Region 


(Percentages of Total Employment in Manufacturing Industries 
in December, 5) 


Industry Great Britain Midlands 

Vehicles ‘ 13-3 22-3 
Engineering, shipbuilding, electrical ‘goods 2 pA 23-0 20-9 

(i) (Machine tools, engineer's small tools) Son (1-2) (3-0) 

(ii) (Electrical machinery).. ; eed 2-1) (4-1) 
Metal manufacture 6-4 11-4 
Metal goods not elsewhere specified 5-7 15-5 
All other manufacturing industries.. : §2:1 1 
Total employment in manufacturing industries 100-0 100-0 
Ditto in thousands of employees 9,137-0 1,087-0 


Source : 


London and Cambridge Economic Service. 


New factories are being 
built—others expand 


ESPITE the uncertainty 

and the difficulties, plans 
for factory expansion in the 
Midlands have continued on a 
considerable scale. 


During the first quarter of 
1956, according to a statement 
issued by the regional controller 
of the Board of Trade, location 
approval had been issued in re- 
spect of 134 projects, each of 
more than 5,000 square feet, 
covering altogether just over three 
million square feet. 

Of the total, Birmingham's 
share was just under one million 
square feet, and Coventry’s share 
was 282,000 square feet. The 
quarterly total of three million 
square feet was below the first 
quarter of 1955 (a period of ex- 
ceptional expansion, in which 
four million square feet was 
approved) but higher than the 
last quarter of 1955. 

In the second quarter, industria! 
development certificates were 
granted for 99 schemes in the 


Midland region, totalling 2.9 
million square feet, and for 45 
schemes in the North Midlands, 
totalling 900,000 square feet. The 
relative figures in the third 
quarter were 80 schemes in the 
Midlands, involving 2.2 million 
square feet, and 43 schemes in the 
North Midlands, with a total of 
900,000 square feet. 

The importance of the new 
developments and a reflection 
of activity are to be found in a 
report from the Midlands Elec- 
tricity Board in mid-September, 
which showed that the average 
industrial demand for power 
in the region had increased 6.5 
per cent over the past 12 
months compared with the pre- 
vious period. A spokesman 
stated: “The car factories may 
be on short time, but the figures 
of industrial demand suggest 
that in other industries there is 
plenty of work being done.” 
Among the new industrial de- 

velopments is the new plant for 
the Mirroware Company at 


Halesowen, Birmingham. Auto- 
matic plant and machinery worth 
about £40,000 is being installed 
in the factory, which has cost 
about £100,000 and which has 
gone into production recently. 

At Rugby the British Thomson- 
Houston Company has received a 
£2 million contract for the supply 
of the 330kV switchgear for the 
Kariba Hydro-Electric scheme of 
the Federation of Rhodesia and 
Nyasaland. 

The Smethwick Drop Forgings 
organisation have completed the 
re-arrangement of plant made 
possible by the building of new 
premises, partly single and partly 
two-storey, to keep pace with 
normally expanding requirements. 
[he additional area is about 
15,000 square feet, and a com- 
pletely new die shop has been 
equipped, freeing much needed 
space for the forges. 


Plant for Canada 


Costing $100,000, an asphalt 
plant made by Frederick Parker 
of Leicester is now in operation 
at Regina, Saskatchewan. The 
Carter Refrigeration and Air 
Conditioning people of Birming- 
ham, have installed three re- 
frigeration plants in the Velindre, 
Glamorgan, works of the Steel 
Company of Wales. 

At the Whetstone, Leicester- 
shire, works of the English Elec- 
tric Company a start has been 
made on the building of a new 
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research block estimated to cost 
£150,000 and where about 250 
people will be employed on de 
velopment and research activities 
for industrial atomic power 
stations and mechanical engin- 
eering laboratory work. 

In Birmingham itself one of 
the largest industrial develop- 
ment schemes in the country 
has come into operation. 
Under a 20-year-plan, which is 
estimated to cost £44 million in 
its first five years, it is intended 
to re-site several hundred light 
industry factories. 


Move to suburbs 


Reference was made in our 
last review of the Midlands 
(ADVERTISER'S WEEKLY, May 11) 
to the new jewellery quarter, and 
information has now been pub- 
lished which shows that many 
factories have moved or are 
moving, some to the suburbs and 
some to outside the city. The 
plan provides for flatted factories, 
of eight or nine storeys, which 
will accommodate several light 
industry firms and help to utilise 
an extra 400 acres for industrial 
development, while eventually 
more than 1,000 acres is expected 
to be set free. 

As regards housing, the Bir- 
mingham Corporation, with a 
housing waiting list of about 
62,000, and the need last year to 
house 600 homeless families, is 
seeking to extend considerably 
their buying of suitable private 
property to supplement the 3,000 
new houses being built each year. 


Decision to acquire 


In the past two years the cor- 
poration have bought 1,000 
houses offered to them for sale, 
and the housing department have 
now decided that they will no 
longer wait for property to be 
offered, but actively select pro- 
perties for acquisition and 
conversion. This decision follows 
the announcement at the end of 
July that the city council had 
approved in principle the creation 
of a new town to take some of 
the city’s “ overspill” population 
and industries. 

Some 18 miles away at Coven- 
try building activity continues, 
and in addition to reconstruction 
of the centre interesting experi- 
ments are taking place which pro- 
vide not only for a secondary 
shopping centre at Tile Hill to 
cater for a new residential neigh- 
bourhood with an ultimate popu- 
lation of about 10,000, but also 
other new residential vicinities 
each of which will eventually 
have its own shopping centre. 


Skilled Labour in Midlands 


Numbers Unemployed 
at August 13, 


| 
Men Women 


Midland 34,233 10,292 
North Midland 6,067 2,996 
Source : 


Vacancies Unfilled 


1956 at July 25, 1956 
] 
Total Men Women Total 
44,525 24,192 12,082 36,273 
9,063 20,610 14,118 34,728 


Ministry of Labour. 
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A.B.C. average daily net sale 


194,056 


Audited Mon. to Fri. net sale 


194,802 


dvertisements appearing in the Express 
€& Star on Mondays to Fridays enjoy a 
sale slightly greater than the average daily 
sale certified by the A.B.C. That is the signi- 
ficance of the above January to June figures. 


The reason—the sales of our Saturday evening 
football paper (116,497) are not included in 
our A.B.C. certificate. 


A complete breakdown of our sales in each of 
our main 13 centres of circulation is given in 
our Market Data booklet. Write for one. 


Express and Star 


Second Largest Provincial Evening Sale South of Sheffield 


HEAD OFFICE: WOLVERHAMPTON ® LONDON: C. P. R. CRANE, 44/45, FLEET ST. "PHONE: FLEet 6820: 
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Sheffields 


FOR THE 


BEST 


POSTER SITES 


BIRMINGHAM 


CLop Lo} piujoIn 


LIMITED 


Process Engravers 


COLOPHON HOUSE - LEICESTER: TEL:25678 (3LINES) 
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THE MIDLANDS 


Viewers in the region, declares a 
Special Correspondent, have endorsed 
London’s approval of the new medium 


Rapid growth of the 


television 


AFT ER eight months the 
Independent Television 
Authority audience in_ the 
Midlands area has grown from 
700,000 viewers to close on 
two million. 

When the station opened—on 
February 17 this year—220,000 
homes were able to receive the 
programmes from the Lichfield 
transmitter. In the four weeks 
before the station opened con- 
version of old single-channel sets 
and replacement of such sets by 
new multi-channel models were 
together running at a weekly rate 
of 3,000. In the five weeks 
following the opening of the 
station this rate of increase was 
more than doubled to 7,200. 


Estimate of receivers 


The number of homes in the 
area actually receiving commer- 
cial television transmissions now 
stands at 539,000 (mid-October), 
This has built up (according to 
Television Audience Measure- 
ment Ltd.) as follows: 


Additional viewership to Mid- 
lands transmissions is the overlap 
in the North—estimated by TAM 
at between 12,000-20,000 house- 
holds, concentrated in an area 
around Stoke-on-Trent. (These 
viewers are, of course, officially 
served by the ITA’s Winter Hill 
transmitter and have, in effect, 
the choice of both stations.) 

Siting of the Lichfield station 
on Common Barn Farm, at 

Hints, provides the majority of 

Midlands viewers with similar 


audience 


IN a special report on the 
first year of Independent Tele- 
vision, issued mid-October, 
Television Audience Measure- 
ment Ltd. stated that the rate 
of increase in the number of 
homes in the Lichfield trans- 
mission area is: 30,000 per 
month. Total rate of growth, 
in all areas, is now 115,000 
homes per month, 


reception conditions to those 

to which they have been accus- 

tomed from the BBC—an im- 

portant point. 

_And how have Midlands 
viewers reacted to commercial 
television? 

They endorse the stamp of ap- 
proval already given by viewers 
in the London region. The com- 
mercial programmes have con- 
sistently claimed a very much 
larger share of the audience than 
the BBC—in homes where there 
is a choice between the two 
services—as shown in the accom- 
panying tables (both of which are 
based on TAM statistics). 


Doubling the power 

Power of the Lichfield trans- 
mitter was doubled—from 50 kW 
to 100 kW—on August 1, bring- 
ing a general improvement in 
reception. This was, however, 
only an interim increase and final 
power is to be 200 kW. 

It is likely that this increase 
to full strength will be made 
about the middle of this month. 
bringing about further general 
improvement to viewers who 
are experiencing difficulties at 
the present time (notably in 
fringe areas), and extending the 
primary service area. 
Assuming that the present rate. 

of conversion and sales of new 

@ Continued on page 56 


| Hours of Viewing per Home per Week Between 
7—l1 p.m. 


Four weeks ended :— 
April 8 ... dae 
May ~ 
June 
July 
July 
Aug. 

Sept. 


Number 
of hours 


Percentage share of audience 
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Homes 
Mid-May ............... 370,000 
| Mid-June ............... 402,000 
* : Mid-July ............... 424,000 
Ti Mid-Aug. ............... 451,000 
: Mid-Sept. ............ 486,000 
i. | i Mid-Oct. .............. 539,000 
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OW can advertising service be 
advertised? Or to put it another way, 
what makes a new advertiser select this 
agent or that? What makes an exper- 
ienced manufacturer change from one 
agent to another? There cannot be one 
answer because there is more than one 
concept of service ; and no two advertisers 
have quite the same. 


Most of our clients were attracted to 
us by the work we had done for other 
clients.% One firm gave us their adver- 
tising solely because, from a casual per- 
sonal contact, they were convinced we 
could be trusted—trusted to market 
their products successfully with the 
minimum of supervision, to them the 
most valuable attribute of a good agent. 
Another believed that we had a 
better understanding of the provincial 
mind. 


On the other hand we have lost two 
clients for no better reason than they 


ongleys 


55 


thought themselves too big to be served 
by an agency outside London, though in 
fact their billings were less than the 
several “‘six-figure” national advertisers 
we have satisfied for years. 


Successful as we are among the sev- 
eral first-class medium-sized agencies in 
the country, we naturally wish to expand 
the number of our clients, for our ability 
to do so is well within the capacity of our 
growing personnel. Would our service 
recommend itself to you? That is some- 
thing we could not possibly tell you 
without knowing the problems with 
which you are faced. All we can say is 
that we are serving a number of very 
successful and prominent companies in 
widely different fields who like our 
work and will tell you so—that we wish 
to do the same for others equally pro- 
gressive and co-operative—and that this 
advertisement seems to us the most 
straightforward way of saying so. 


atibeeiiiein 


YORK HOUSE 


GREAT CHARLES STREET 


Limited 


BIRMINGHAM - 3 + Telephone: Central 3031 (4 lines) 
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Ariel Motor Cycles 
Atco Motor Mowers 
Bayliss Wiley & Co., Ltd. 
Big Tree Burgundy 
Birmingham Post & Mail 

Benton & Stone ‘‘Enots” Products 
Blue Bird Toffees 

Brooks Cycle Saddles 

Bintex Latex Foam Mattresses 
British Cycle & Motor Cycle 
Industries Assoc. Ltd. 


Crawford’s Biscuits & Shortbread 


Cincinnati Milling Machines - 
Cannon Cookers & Gas Fires 
Davy and United Engineering 
Express Dairy Company Ltd. 


Great Universal Stores Group (part) 
Greenlees ‘‘Easiephit” Footwear 
India Tyres 


McKechnie Brothers Ltd. 
“Meddocream” Ice Cream 
Midland Employers’ 
Mutual Assurance 
Miller Dynamo Lighting Equipment 
Morris Marine Engines 
Neptric Vacuum Cleaners 
Nuffield Universal Tractors 
Opex Brushes 
Perry Chain Company Ltd, 
Permoglaze Finishes 
Penfold Golf Balls 


Phillips Cycles 


Ruston-Bucyrus Excavators 
Serck Radiators 

Tan-Sad Baby Carriages 
Universal Sewing Machines 
West Bromwich Building Society 
West Midlands Gas Board 


Wolseley Cars 


Telegrams: “Longleys, Birmingham’ 
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JOHN TOMLINSON | 
(Processes) LTD. | 


ERSKINE STREET. LEICESTER. Tel. 21593 


FOR HIGH QUALITY 
_ELECTROS & STEREOS © 


14,240.. 


—this is our 


NORTH STAFFORDSHIRE 


THIS FIGURE 
IS FACT 


IT’s AUDITED 


LICHFIELD ~ 
NNOCK bd 


Sout 'STAFFORDSH i RE 


WA y 


U4 


TOU CANNOT 
COVER THIS 
AREA, WITHOUT 
THE 
NEWSLETTER 


WOLVERHAMPTO 


Head Office: 22, Mill Street, Stafford 
London Office: H.C. Blanchard, 134, Fleet St. 


THE MIDLANDS 
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Chance of 24m. commercial 


TV audience by carly 1957 


the 
transmitter, 


Illustrating 
Lichfield 
(issued by 


power of the 
this map 
ATV at the end of 
May) shows the places from 
where ATV received reports of 
good reception outside the pri- 
mary reception area. Of particu- 
lar interest is the number of good 
reception reports from the Man- 
chester area which, officially, is 
served hy the ITA’s Winter Hi'!l 
transmitter. 


sets is maintained—and there is 
every reason to believe that if it 
alters at all it will show an in- 
crease—there will be a Midlands 
audience of about 24 million at 
the start of 1957. 


How the TV 


audience grew 


The number of viewers to 
commercial television in the 
Midlands ITA area as defined 


by TAM. 
ae 1,881,000 
Mid-Sept. 1,696.000 
Mid-Aug 1,578,000 
Mid-July 1,497,000 
Mid-June 1,421,000 
|e ee Pee 1.310.000 
ee 1,244,000 
ae 700,000 


Dyeing keeps 


them alive 


OR more than 70 years 
Sketchley Ltd., dyers and 
cleaners, have been notable 
employers of local labour. 
The first firm of its kind to 
have a full scale, integrated 
screen advertising schedule, 
Sketchley’s have three 15-second 


filmlets in Eastmancolor  cur- 
rently on tour in London, the 
Home Counties and the Pro- 


vinces. The two ‘latest filmiets 
are booked to appear until 
March. 


About half the Hinckley works 
and part of the Nottingham 
works are engaged in dyeing and 
finishing about 50 million pairs 
of stockings a year, mostly 
nylons, for local hosiery manu- 
facturers, a proportion of whose 
production goes for export. 

Through its Nottingham works, 
and through Hinckley’s newest 
department, the company pro- 
vides an important service for in- 
dustry by supplying, cleaning, re- 
pairing and replacing industrial 
overalls worn by employees in 
factories within 100 miles’ radius 
of Nottingham and of Hinckley, 
principally in the densely-popu- 
lated areas of the Midlands, Lan- 
cashire and Yorkshire. 


Table to indicate the average share of audience between 7—11 p.m., 
during the four weeks ended September 23—in the Midlands—and 


Day 


Monday 
Tuesday 
Wednesday 
Thursday 
Friday ... 
Saturday 
Sunday .. 


the average number of hours’ viewing per home per evening. 


Number 
of hours 


Percentage share of audience 


2:8 

2°8 44 56 
2-6 31 69 
2°8 32 68 
2-7 26 74 
2°5 38 62 
2:5 22 78 
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Elliott Advertising Ltd. 
is on the spot 


MANTON HOUSE, GREAT CHARLES ST., BIRMINGHAM 3 |") 
TEL. CENTRAL 4961 (P.B.X.) 


London Office: 10 ST. JAMES’S PLACE, S.W.1 
TEL. HYDE PARK 9849 (P.B.X.) 


NATIONAL & EXPORT ADVERTISING © MARKETING 
SALES PROMOTION - COMMERCIAL TELEVISION 
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ADVERTISER’S WEEKLY 


COVER SOUTH STAFFS. 


THE POWER of the 


WEEKLY 


PROVINCIAL PRESS 


lies in its solid coverage, its long life, the confidence of its 
readers, and its regular home delivered sale. 


The 
WMialsall Obserber 


SERIES 
(now over 56,000 weekly) 


is read for its news, its views, and its advertisements, in 
almost every home. 


FOR RETAILER SUPPORT 
THERE IS NO COMPARABLE MEDIUMIE%§ 
Full particulars from 


P. MOON, 134 FLEET ST., LONDON, E.C. 
Tel. FLEet St. 3913 


NORTH STAFFS 
POSTER SERVICES LTD. 


will soon be opening 


NEW PREMISES 
Poster Advertising 


Silk Sereen Printing — Display Work 
Modern Premises 


EFFICIENCY SERVICE 


HANLEY, STOKE-ON-TRENT Tel. 22567 


THE MIDLANDS 


NOVEMBER 9, 1956 


Solihull joined the milk 
campaign in a big way 


OUR Midland towns— 

Solihull, Burton-on-Trent, 
Walsall and Wellington (Salop) 
—took part in the June Dairy 
Festival. Of these, Burton hit 
national headlines owing to the 
oddity of having a milk festival] 
in a beer town, organised 
largely by two men with the 
names of Meux and Brewer. 

All the towns put on excellent 
shows and if we single out 
Solihull (June 11-16), it is be- 
cause its event had _ certain 
unusual features—and_ also 
because it is nearest to the great 
industrial conglomeration of Bir- 
mingham and its surrounding 
towns. 

Solihull took things seriously 
and for a whole week before the 
festival, there were educational 
talks and documentary films in all 
schools. There was also a photo- 
graphy competition with cash 
prizes and the subject was “Any 
aspect of the dairy industry.” 


Appeal to parents 


Editors of all Birmingham and 
local newspapers were invited to 
the inaugural luncheon, at which 
. E. H. Brooks, regional officer 
of the Milk Marketing Board. 
made a strong plea to parents of 
schoolgirls not to countenance the 
prevalent fallacy that milk was 
fattening. 

Some 5,000 people visited the 
dairy and allied trades exhibitjon 
at the Council House. Films were 
shown continuously on the stage, 
and the cheese-tasting stand was 
well patronised. All Birmingham 
and district dairies collaborated 
in the “Dairy Cookery Week” 
demonstrations, which stimulated 


COOK WITH V) 


Beary 


ano SERVE WITH Crearn 
= * 


Exhibition of milk display pieces 
made by Solihull school children. 


intense interest. Large hoardings, 
at strategic points on roads enter- 
ing the town, advertised the 
festival, and in addition to 
posters, 20,000 leaflets were deli- 
vered to homes. There were 61 
entrants for the “Dairy Princess” 
contest. 

Sales of milk in Solihull area 
have definitely gone up since the 
festival and there has been an 
unprecedented demand for 
English country cheeses. 

Many organisations co-operated 
in making the event a success, 
from the National Farmers’ 
Union and the Young Farmers to 
the Welfare Clinic—which ran a 
baby show . . . and Solihull is 
keen to have another festival next 
year. 


Ee a 


Keen interest was stimulated by efficient demonstrations of the various 


ways of using milk in cooking. 
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Trihedral 


The Service Advertising Agency is a trihedral organisation. Operating 
on three closely integrated planes—knowledge of markets and media, 
creative ideas, and ethical standards of good business, it represents the 
work of men and women trained in the arts and sciences of informing and 
persuading on the grand scale. 


It is equipped to transmute a given sum of money into sales-creating 
and attention-attracting force displayed, as circumstances demand, over a 
strictly defined area of influence. 


The promotional impulse which gives the necessary stimulus to sales at 
the right times and in the right places can be*the most important single 
aspect of a sales campaign, and it is only by using the skills of a body of 
people who devote their lives to this complex business of advertising that 
the full benefit of its power can be achieved. 


The Toon & Heath Organisation has been engaged in advertising for 
over thirty years. It is staffed by young, enthusiastic and highly trained 
men and women who owe allegiance as much to the clients the agency 
serves as to the agency itself. 


They are always willing to give full information about themselves, their 
activities and their achievements to anyone who expresses an interest. 


The TOON & HEATH LIMITED 
TOON & HEATH 


Organisation 


Incorporated Practitioners in Advertising 
Winfield House, Poplar Road, Solihull, Warwickshire 
Telephones : Solihull 1144, 3214 Telegrams : Aducate Birmingham 
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ADVERTISER’S WEEKLY 


For an advertising 
service 


With personal at- 
tention 


To every detail 
You should consult 


LAWSON TROUT 
PUBLICITY LTD. 


at 


55 Temple Row, 
Birmingham, 2 


And insist on 
talking to 
The managing 
director 


M. F. K. FRASER 


Telephone 
MIDland 6396 


best 
weekly 
coverage 
in the 
MIDLANDS 
% 
BIRMINGHAM 
NEWS 
SERIES 


143 Fleet Street, E.C.4 
FLEet Street ... 2665 


ECOGNITION of Birm- 
ingham and the Midlands 
as a thrusting vital centre of 
industrial Britain, lies in Marks 
& Spencer's decision to make 
their Birmingham store the 
biggest and newest store in 
their 236 chain. 


Their new store—it took 10 
years to build—seals a connec- 
tion with Birmingham’ which 
began in the early 1900's with a 
Penny Bazaar. 


During the war years the site 
of the new establishment was 
occupied by YMCA huts. At the 
end of the war, these huts were 
used for trading by the company 
and the new store was built 
around them. The last traces of 
the huts were removed two years 
ago. 

The construction of this store— 
and more especially keeping it 
open during the period—repre- 
sents a major engineering achieve- 
ment. During its final phases, the 
store never closed on a normal 
trading day. 


Work went on 


This presented enormous prob- 
lems for display staff for all this 
time’ they had to cope with the 
normal work of a store, while 
armies of builders moved in each 
evening to carry out construction 
work. “Sometimes,” head display 
girl Christine Rowen has said, 
“we would dress a complete peg- 
boarded wall one day—and next 
day the wall would have been 
moved.” Salesgirls, too, had to 
battle with counters which were 
sometimes dust-covered — and 
seldom in the same place for 
more than a few days running. 


To build Marks & Spencer 
in Birmingham they used 
1,225,000 bricks, 1,500 tons of 
steel and 5,000 tons of concrete. 
Its ¢~wo sales floors have a com- 
bined linear footage of 3,600, of 
counters and racks comprising 
1,850 feet on the ground floor 
and 1,750 on the lower sales 
floor. 

The store’s classic front eleva- 
tion, carried out in gleaming white 
stone, is already a dominant 


, feature of the city’s shopping 


centre. The front is relieved by 
fluted marble pillars which separ- 
ate the specially designed metal 
window frames, the delicate 
tracery of the grilles between the 
pillars giving the effect of bal- 
conies. 

The broad expanse of entrances 
open up inside to a vista of coun- 
ters laden with merchandise set in 
a brilliantly lit decor under a ceil- 
ing supported by pillars and stair- 
cases trimmed with  Botticini 
marble specially imported from 
Italy. 


Salesgirls at the new store will 
have the benefit of what is 
claimed to be among the best wel- 
fare facilities in the country. 
There is new, restful lighting in 
the staff lounges, a terrace roof 
garden, access to which is through 
french windows in the lounge. 


THE MIDLANDS 


Transformation of 


NOVEMBER 9, 


a big store 


Above: The new 
Marks & Spencer 
establishment—the 
result of 10 years 
planning and con- 
struction. Centre: 
Where the store all 


began Birming- 
ham's old penny 
bazaar (massive 


displays were then 
the order of the 
day). Below: The 
new store at night. 
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orthodox? 


If you are looking for an agency unfettered by 
orthodox procedure, which offers 

new ideas and creative thought backed by the 
largest studio in “ printdom” and 

the most comprehensive printing organisation in 
the Midlands — let us know, we 


can help you 


R. K. Advertising Limited 


Edgbaston - Birmingham 15 
CALthorpe 1983 and 2844 


a member of the 


WEATHER OAK PRESS LTD. 


WILKINS & COX LTD. 


\ TEMPLE STREET 
WOLVERHAMPTON 


TELEPHONE * W'TON. 22939 TELEGRAMS * ILLUSTRATE, W'TON, 


ADVERTISER'S WEEKLY 


To get GO 


in your Advertising 
- get going with 


GOUGHS 


TOM C. GOUGH & PARTNERS LTD. 


Incorporated Practitioners in Advertising 


13, COLMORE ROW, BIRMINGHAM, 3, 
TeerHone: CENrrar 8041-2-3 Tevsorams: TECHNIQUE BIRMINGHAM 


UTTOXETER ECHO 
CHEADLE & TEAN TIMES 


WHERE AGRICULTURE AND INDUSTRY 
MARCH SIDE BY SIDE, WELL INFORMED 
BY THEIR TWO LOCAL PAPERS 
a7 
COVERING FROM THE POTTERIES 
OUTSKIRTS TO THE BORDERS OF 
DERBYSHIRE 


ECHO OFFICE: TIMES OFFICE: 
5 CHURCH ST., HIGH ST., 
UTTOXETER CHEADLE, STAFFS 
Tel: 479 Tel: 2214 & 3162 


LONDON OFFICE: 
E. T. REYNOLDS, 69 FLEET ST., LONDON, E.C.4 
FLEET STREET 5453 
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Loughborough Echo 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 


A LIVE PAPER IN A LIVE DISTRICT 


Rate card on application 


Head Office : 


Tel. 4343-4 Telegrams : 


LOUGHBOROUGH 
Echo 


WE SHOOT 
TO SELL! 


TY COMMERCIALS, TV SLIDES, SALES PROMOTION FILMS. 
WEST END QUALITY AT PROVINCIAL COST 


BIRMINGHAM 
COMMERCIAL FILMS LTD. 


Studios—8 LOZELLS RD., BIRMINGHAM 19 NOR. 8486. 


The 
WARWICKSHIRE 
and 
WORCESTERSHIRE 
MAGAZINE 


the illustrated monthly 
magazine of the Midlands 


The December issue, published on 
December Ist, is to be increased 


NATIONAL and in size with special Christmas 
PsOVINCIAL features, including four-colour il- 
PRES; lustrations. Early issues in 1957 
ADVERTISING will include Holiday and Travel 
PRINTED supplements. 

PUBLICITY Space reservations for these num- 


bers already exceed all previous 
issues. 


£)| BOSWELL 
ia PUBLICITY 


Advertisement Manager : 
Gordon Wilson 


pusliciTy 


Gdantione Agents ENGLISH COUNTIES 
PERIODICALS LTD. 

BILBIE ST. ali 

NOTTINGHAM 6 Lillington Avenue, 


Leamington Spa. Tel. 2003 


Telephone 41358 


19,474 (A.B.C. Certificate) | 
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@ SPOTLIGHT ON BIRMINGHAM 


New shops 
for the 
‘Big Top’ 


BIRMINGHAM has a very 
small central shopping 
area for its size and popula 
tion, and this feature has been 
accentuated since the war by 
reason of war damage. Most 
of the property destroyed dur- 
ing air raids in the City Centre 
was in shopping areas—the 
site lying between Union 
Street and New Street and in 
Smallbrook Street. 

The former site was the better 
shopping area, and its value was 
partly due to the arcades which 
intersected it in two directions. 
Shortly after the site was cleared 
it was used by a circus, and since 
then it has been known as the 
“Big Top” site. It was latterly 
used as a car park and was use- 
fully—although not economic- 
ally—occupied daily by upwards 
of 1,000 cars. 

Plans have now been prepared 
for rebuilding it by Raventop 
Developments Ltd., who have 
started work on a £6 million de- 
velopment providing retail shops 
(both on the existing street front- 
ages and in arcades) and offices. 
It is hoped that the first instal- 
ment will be ready for occupation 
by 1957. 


Additional retail outlets 


Smallbrook Street is on the line 
of the proposed inner ring road 


' (for which property is now being 


acquired), and it is suggested that 
the new buildings fronting the 
road will provide for shops at 
street level. Work on this pro- 
ject is now in progress. 

It is intended that the inner 
ring road scheme shall gener- 
ally be developed with shops 
on the south and east sides of 
the City Centre, and it is hoped 
that this will encourage the ex- 
tension of the existing shopping 
area. Negotiations with de- 
velopers are already in train. 
Besides the schemes already 

mentioned, fhe city shopping 


Corporation Street, 


Birmingham. 

Vast improvements have been 

made—and are heing made—to 

the shopping and traffic facilities 
of the city. 


facilities will be improved by the 
redevelopment of the Corporation 
Street frontages, where the leases 
are reverting to the city, which 
owns the freehold. 

Like all cities, Birmingham has 
a serious traffic problem, and the 
inner ring road is to be con 
structed to take traffic, having no 
business there, out of the City 
Centre. Multi-storey car parks 
are also being planned adjacent 
to the ring road 

A feature of the “Big Top” de- 
velopment is that delivery of 
goods will be restricted to a 
vehicular subway from the inne: 
ring road into the sub-basement 
of the building. 

Most of the shop premises in 
the new “Big Top” site building 
have now been let. Tenants wil! 
include British Home _ Stores 
Ltd.; Montague Burton Ltd., 
Richards Shops Ltd. (a  sub- 
sidiary of United Drapery 
Stores); Henry’s Stores Ltd. ; 
Horne Bros. Ltd.; J. Lyons & 
Co. Ltd.; Barclays Bank Ltd.; 
Boots Cash Chemists; and John 
Collier Ltd. It is expected that 
S. N. Cooke Ltd. (ladies’ out- 
fitting) will be re-accommodated 
in the arcade, where there will 
also be a post office. 


Inter-Regional Migration 
(May, 1954 to May, 1955) 


| Males 
In Out 
Region 
Midland 38,000 33,000 
North Midland 30,000 28,000 


Source 


Ministry of Labour Gazette, 


Net | Females Net 
gain (+) | gain( +) 
or a - or 
loss (—) loss (—) 

| by In Out by 

migration migration 
5,000 15,000 14,000 1,000 
2,000 9,000 11,000 2,000 


June, 1956 
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THE MIDLANDS 


part in trade fairs 


A vast public awaits the 


exhibition 


There are big sales opportunities 
for the advertiser who takes 


organiser 


says OUR EXHIBITIONS CORRESPONDENT 


HE Midlands aré such a 

hive of  industry—and 
diverse industry into the bar- 
gain—that it seems strange to 
find there are so few really 
large exhibitions organised in 
the area. 

In engineering manufacture the 
Midlands are second only to 
London and the South-East. The 
area employs the fourth largest 
number of males of all industrial 
areas; it has by far the greatest 
output of pig iron and ferro- 
alloys and so far as the nation’s 
footwear is concerned, 54 per 
cent of all persons engaged in 
the industry are employed in the 
North Midlands. 


Big public available 


The hub of the Midlands is 
Birmingham, and an exhibition 
there can draw on the populace 
of Coventry, Warwick, Stafford, 
Wolverhampton and Walsall, 
who need only a bus journey to 
get there. The home needs are 
met by the Birmingham Mail 
Midlands Ideal Home Exhibition, 
held at Bingley Hall in the 
autumn, and the Birmingham 
Mail National Trades Homes and 
Gardens Exhibition also held at 
Bingley Hall, but in the spring 
(next year will mark the 47th 
time this exhibition has been 
held). 

Both these shows are organised 
by Herbert Daniel Exhibitions 
Ltd. of London and they attract 
an enormous and eager crowd 
whose interest is whipped up by 


the largest circulation paper in 
the area. The Drill Hall, Coven- 
try, will also sport an Ideal 
Homes and Trades Exhibition 
from August 
1957, organised by Renova Exhi- 
bitions Ltd. 


Major food show 

A Midlands Food and Cookery 
Exhibition under the title “Festi- 
val of Food, 1957,” is to be held 
at Bingley Hall, Birmingham, 
from February 22-March 2. It is 
being organised by nine catering 
associations and the West Muid- 
lands Gas Board. Exhibitors, rt 
is stated, will be representative of 
all trades concerned with cater- 
ing; food and beverage firms ; 
wine merchants; manufacturers 
of large-scale cooking apparatus ; 
makers of tables, bar fittings and 
dining-room equipment ; 
silver and tableware dealers ; ice- 

cream and frozen food firms. 
industrially, Birmingham 
houses the greatest exhibition 
of them all—the BIF at 
Castle Bromwich organised by 
the Birmingham Chamber of 
Commerce. It is now hoped to 
make it a general type of fair 


china. | 


63 


31-September 14, | 


which can cater on the one — 


hand for industries which have 
no show of their own and, on 
the other hand, for overseas 
and home buyers who desire to 


see a wide range of products in | 


one place at one time. 

The BIF has been world- 
famed as Britain's shop window. 
It attracts annually much over- 

|@ Continued on page 64 


is SO a 


The East and West Midlands Gas Board's stand at the last British 
Industries Fair, at Castle Bromwich, Birmingham, consisted of an 
attractive pavilion, situated centrally and designed to act as a foil 
and background to the more sombre colours of industrial and com- 


mercial equipment. 


The stand was constructed by the Midland 
Display Studios. 


ADVERTISER'S WEEKLY 
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why not make 
YOUR problem 


our problem? 


consult 


BEMROSE ADYERTISING LTD. 
WELLINGTON STREET + DERBY 


Telephone : Derby 49291 


In the ** Heart of England *’ 


HINCKLEY TIMES & GUARDIAN 


Net Sales (January to June 1956) 13,522 ABC Certificate 
Immediate Population : 

Rural District —25,250 

Largest Urban District in Leicestershire 


Hinckley is one of the world's greatest nylon and silk stocking centres. 
Boots and shoes are also manufactured extensively in the area. The 
newspaper covers the Bosworth and Lutterworth agricultural districts. 


Urban Area—39,088 


Advertising Rates on Application to : 


HINCKLEY TIMES & GUARDIAN 


26 Castle St., Hinckley. 
or 
London Office : 


Phone : 


80 Fleet St., London E.C.4. 


243 Hinckley 


Phone: Fleet St. 7500. 


WHAT TO SELL? 


FOR 
THE ANSWER 
EVERYONE WITHIN 15 


MILES OF THE TOWN READS THE 


MELTON MOWBRAY TIMES 


THE LEICESTERSHIRE PAPER THAT INTERESTS BOTH 
THE FARMER AND THE TOWNSMAN 


WHERE TO BUY? 
WHERE TO GO? 


Telephone : 
MELTON MOWBRAY 34 


WHAT TO SEE? 
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2 types to 


choose from 


Here is the 
Ideal XMAS 
Gift for your 


Customers 


OPTICALLY GROUND FOLDING 
POCKET MAGNIFIER IN REAL 
LEATHER WALLET GOLD BLOCKED 


A permanent reminder—a gift with 


endless uses—one which every custo- 


8 DIOPTER 
LENS 


mer will appreciate and always carry 


with him. The optically ground g/ass 


12 DIOPTER rz 
LENS 
(stronger) 


lens is set in a clear plastic frame and 
folds neatly into a real leather wallet to 


slip into waistcoat pocket. 


Block 30/- to £4.0.0 
extra according to number 
words. 


DELIVERY IN 4 WEEKS. WRITE FOR SAMPLE 
E.ELLIOTT LTD. 315, Summer Lane, Birmingham, 19. 


MEMBERS ABC 


THE COALVILLE TIMES 


COVERS 


THE NATION'S MOST PROFITABLE COALFIELDS 


—LEICESTERSHIRE AND STH. DERBYSHIRE— 
Where miners earn more and spend more 


LONDON REPRESENTATIVES : 
ALDRIDGE PRESS LTD. 27 CHANCERY LANE, W.C.2 
TEL. HOLBORN 8655-6. 


WE SUPPLY 
U.S.A. CATALOGUES 


OF PRODUCTS SIMILAR 

TO YOURS ... FROM 

U.S.A. COUNTERPART 
FIRMS 


YOU tell us what products and cata- 
logues you are interested in—we obtain 
and send them to you. You receive 
from 50 to 200 catalogues per year—also 
price lists, sample products, sales 
bulletins, etc. Free descriptive bulletin 
sent on request. 


ESTABLISHED 30 YEARS 


CONTINUOUS CATALOGUES SERVICE 
Dept En-84a, 684 Broadway 
New York 12, N.Y., U.S.A. 


We have a few choice territories open for 
representation. 


BLOW. UPS - 
AUTOTYPE 


AUTOTYPE COMPANY LTD. 


| 


Brownlow Rd. London, W.13. Ealing 2691 | 


MIDLAND 

PUBLIC 

RELATIONS 
DERBY 


Experts In 

Press Publicity 
Works Magazines 
Editorial Work 
Public Relations 
Consultants 


Omnibus Buildings, 


Victoria Street, — 


Derby. 
Telephone DERBY 40408. 


KEEP IN THE NEWS WITH 
GEORGE BARTRAM PRESS 
RELATIONS ORGANIZATION 


159 Gt. Charlies St. Birmingham 
Tel: CENtral 1871/2 
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Castle Bromwich BIF bid 


to make 1957 ‘best ever’ 


| sea notice and a substantial num- 


ber of export buyers. In the 
words of the Birmingham Cham- 
ber of Commerce: “In the events 
which have happened it would be 
prudent not to overlook the 
claims of Castle Bromwich as an 
appropriate venue for a truly 
great national fair, now that the 
London section has closed down 
and the Castle Bromwich section 
is to go it alone. At Castle Brom- 
wich hopes run high that British 
industrialists will recognise, now 
that everything is to be concen- 
trated there, that the British In- 


dustries Fair offers them an 
incomparable medium of pro: 
jecting their products on the 
world. 


Thought and imagination 


“Since the Government an- 
nouncement about the London 
Section a new determination has 
been seen in Birmingham. Plans 
are afoot for presenting the fair 
in 1957 attractively and with 
imagination, and much hard 
thought has been given to pub- 
licity. What is more natural than 
to stage the country’s greatest 
industria] fair in the heart of our 
most important industrial area?” 

An illustrated booklet of 24 
different stand designs styled to 
give economy with maximum dis- 
play has been produced and is 
available on request. The cost of 
space at the 1957 event will be 
6s. 6d. per square foot—which is 
still the cheapest space rent in 
the world in comparison with 
those charged by comparable 
exhibitions. It would not be 
unreasonable for exhibitors to 
assume that £1 per square foot 
should be sufficient to cover cost 
of space, stand, electricity, furni- 
ture, sleeping accommodation 
and food for the period of the 


| fair. A free supervisory service 


is available, which experience 


has shown is a real boon to new 
exhibitors. 

Finally, so far as Birmingham 
is concerned, a Safety and Fac- 
tory Efficiency Exhibition is to 
be held at Bingley Hall from 
May 17-24, 1957. 

Leicester is the other Midlands 
exhibition centre. As might be 
expected, the International Knit- 
ting Machinery and Accessories 
Exhibition is located at the 
Granby Halls, Leicester. Even the 
100,000 square feet of floor space 
available there is proving inade 
quate to accommodate the num 
ber of firms who wish to go on 
show. The position is such, say 
Textile Recorder Exhibitions 
Ltd., the organisers, that con- 
sideration has to be given to ever 
possible means of increasing the 
stand area. This year, a large 
number of foreign manufacturers 
applied for space but, unfortu- 
nately, only a comparatively 
small proportion of late appli- 
cants were successful. 

An early autumn exhibition 
held at the Granby Halls, Leices- 
ter, is the East Midlands & 
Leicester Home Life Exhibition 
organised by Ewart Watson Exhi- 
bitions Ltd. of Leicester. The 
Daily Mail Happy Home Exhi- 
bition was this year held from 
June 5-9 at the De Montfort Hall, 
Leicester (it is. of course, orga- 
nised by Associated Newspapers 
Ltd.). <A Bottling and Allied 
Trades Exhibition which was to 
have been held at the Granby 
Halls, Leicester, from Novem- 
ber 15-24, has had to be can- 
celled for lack of support. 

It should not be lost sight of 
that the Midlands is, despite in- 
dustrialisation, one of the 
country’s great farming areas. 
Evidence of this will be seen at 
the Three Counties Show to be 
held next year at the County 
Farm Institute, Gloucester, from 
June 11-13. 


Index Numbers of Value of Sales per weck | 


Large Retailers—1950= 100 


Clothing and | Household 
footwear goods 
Mid. | G.B 
1955 
February 99 92 | 115 | 117 
March 126 | 116 142 | 130 
April 149 135 124 | 119 
May 149 138 127 129 
June : 152 138 115 | 118 
July ... seu 170 150 131 134 
1956 
February 105 97 109 112 
March 149 134 152 122 
April 136 127 133 124 
May 168 158 128 129 
June 162 149 125 128 
July . 170 152 143 143 
Source : 


Mid. | G.B. | mid. | G.B. 


Food and All 
perishables | merchandise 


Mid. | G.B. Mid. | G.B. 


Non-food 
merchandise 


105 | 101 | 146 | 140 | 131 
139 | 127 | 157 
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149 133 172 157 163 146 
133 124 168 153 155 139 
155 148 168 153 163 151 
154 142 169 156 161 150 
157 149 159 153 159 153 


Board of Trade Journal 
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DICTOGRAPH TELEPHONES LTD. 


ABBEY HOUSE, VICTORIA STREET. WESTMINSTER, S. W. |. 
Telephone: ABBEY 5572 (5 ines) 


ATM/JG 27th January 1956 


G.W.Leslie Esq. 
Advertisement Director, 
Business 

Mercury House 

109-119 Waterloo Road, 
London, S,E.1, 


Dear Mr Leslie, 


I have pleasure in enclosing our space order for 
the coming year. As you know no space order is given 
automatically by this Company; each advertisement is 
keyed and results are very carefully watched. A recent 
announcement in your publication produced a record 
mumber of enquiries and our graph for Business shows a 
steady upward trend, 

You may not be aware that Business is circulated 
throughout this Company's executives and I know that 
correspondence is frequently carried on between London 
and an outlying Divisional office with regard to some 
article you have printed. A magazine stands or falls 4 
ite editorial and it is here that you have your strength. 


So, I trust, to another successful year. 


Yours sincerely, 


Advertising Manager 


PURECTORS | FHGIF ¥. SUREER (CHAIRMAN! 2. WRITTUELS, €. 0 LARIEEE OUT MAMAS UNG) | ~HAJONC. ¥. WETTERDACH. 0.8 mC.( ¥ OWETTERNAS. @.1.0.8.| NOUN E 4 RALSET @OEEREVARY)) F.8. Harn 28 


@ ~‘... our graph for Business 


@ ‘A magazine stands or falls 


Business—the Journal of Management in In- 
dustry has a monthly A.B.C. certified net 
sales figure of 15,803 copies of which 91% 
go regularly to top levels in management. 


Business Publications Ltd., 109/119 Waterloo Road, S.E.1. Tel. WAT 3388 


ADVERTISER'S WEEKLY 


Business 


JOURNAL OF MANAGEMENT 


ereates 


eustomers! 


@ “A recent announcement in 
Business produced a record 
number of enquiries... .*” 


shows a steady upward trend.”’ 


by its editorial and it is here 
that you have your strength.”’ 
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FREADERS of Toy Trader 
and Exporter have been 
introduced to the man who, the 
journal believes, is the first 
character merchandiser or, at 
least, the first independent 
character merchandiser. 

His name is Walter Tuckwell 
(ex-RAF, ex-Rank, ex-Disney) 
and he has set up the first toy 
agency in the country “selling” 
character merchandising, “which 
didn’t grow out of something else 
first.” 

Complicated? This is how the 
journal explains it: 

“Whether ‘Tuck’ is first or 
latest is not nearly as important 
as what he has to offer and what 
effect his agency will have on this 
trade and the products it sells. 
From the retailer’s point of view, 
good character merchandising 
gives immediate customer accept- 
ance, which, in less technical 
jargon, means that the customer 
recognises and is half-way ‘sold’ 
on the merchandise immediately 
he sees it. 

“A child looking into a toyshop 
window sees one of his favourite 
characters and says: ‘Look, 
Mummy—there’s So-and-so,’ and 
smiles recognition, just as 
Mummy smiles and greets a 
neighbour seen in the street. Both 
smile recognition because both 
neighbour and _ character are 
friends, and are accepted as such. 
So the product based on the 
known character is semi-sold— 
not pre-sold, as some would have 
us believe—and the retailer is on 
the way to a new sale: he has a 
flying start. 


Following it up 


“But—as far as the good 
agencies are concerned—this isn’t 
the end. The ‘flying start’ is just 
that, and it is Tuckwell’s belief 
that it must be followed up in 
every possible way if the greatest 
benefit is to be derived from the 
character’s potentialities.” 

This character merchandiser, 
readers of the journal were 
told, plans to back up the 
retailer by means of circulars 
and trade paper supplements 
to alert him to other lines based 
on the character, by seeing that 
display materials are available, 
by keeping him informed about 
products suitable for his dis- 
plays which manufacturers in 
other trades put on the market, 
such as nursery friezes, printed 
fabrics, Christmas tree lights, 
rugs, and the like, and by per- 
sonal appearances of the 
originals of the characters and 
their creators, etc. : 
His policy is to have a “ team ” 

of characters with a wide range 
of appeal that will forestall 
popularity fluctuations; a tod- 
diers’ character, a cowboy, a 
detective, a spaceman, etc., and a 
number of live heroes. In the 
latter case the link will be 
personality merchandising, some 
examples of which have already 
been seen, particularly in connec- 
tion with popular football heroes. 

Later, Mr. Tuckwell may have 
yet another allied activity—that 
of endorsement advertising, 
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TRADE AND TECHNICAL PRESS VIEWPOINT 


A new way to ease a product’s acceptance by the 
public is now being promoted with vigour and 
the toy trade has been advised of its value 


The independent ‘character 


merchandiser’ arrives 


| “> 


| 


Many questions were answered on the combined “Motor Transport’ 
and “Automobile Engineer” stand at the International Commercial 
Motor Transport Exhibition, held at Earls Court. 


“which is, perhaps, of more 
direct interest to manufacturers 
than to retailers.” 

Incidentally, | was interested to 
read in Toy Trader & Exporter 
an announcement that editorial 
blocks used in the journal are 
now available, “at a very reduced 
price,” to retailers and others 
who may be able to use them for 
their own catalogues or promo- 
tional matter. 


Use of blocks 


It was explained that applicants 
must establish a “right” to the 
possession of such blocks: for 
instance, a picture of a shop front 
or interior would normally only 
be available to the proprietors, or 
manager of the shop or branch. 
Applicants for the blocks of pro- 
ducts not their own have to pro- 
vide evidence that the manufac- 
turer of the product concerned 
has agreed to the applicant’s pos- 
session of the block. 

In respect of “product” blocks, 
since only one of each is ever 
available at the special price, but 
more than one enquirer might 
want them, the policy will be, 
“first come, first served.” Where 
the copyright is vested in the 
journal it will be waived in all 
cases. If the copyright is owned 
by others, the two parties will be 
put in contact, it was stated. 


Lift for the 


professionals 


NDER the heading, “A new 

angle on Do-it-yourself,” 
Painting and Decorating has spot- 
lighted Marjorie Craddock, “one 
of the brightest of women writers 
on women’s subjects who has been 
expressing alarm (in an article in 
the Manchester Guardian) at the 
increasing cost of saving money 
by ... the number of do-it-your- 
self activities we are encouraged 
to undertake.” 

Having read of a _ married 
couple who “transformed their 
country cottage in two years,” 
working weekends, she was filled 
with horror rather than admira- 
tion. She put the apt question: 
“What are two years of leisure 
... of life... worth?”, and con- 
cluded that they were of greater 
value than the money saved in 
re-modelling the cottage. Pro- 
fessionals, she believed, could 
have finished the job, and done it 
better, in two months. 

“Even more surprising, and 
nowadays more unorthodox, is 
Mrs. Craddock’s disbelief in the 
theory that carpentering, tiling 
and decoration by amateurs is 
fun.” The journal comments: 


By SCRUTINEER 


“After 20 years of ‘pottering’ in a 
succession of homes she has con- 
cluded that it is just inefficient 
and, one gathers, financially a 
dead loss. Her denunciation of 
the sacrifice of leisure covers 
many fields besides our own. 

“All this is very refreshing, and 
rubs in the point that though the 
amateur decorator, carpenter and 
upholsterer will continue to be 
active, the professional—on the 
condition of efficient service—is 
far from a spent force. It is more 
than possible that after much 
‘pottering,’ many people may 
follow Mrs. Craddock’s advice 
and come back to him, even 
though he is running his own 
counter trade as an insurance 
against eventualities.” 


Inspecting the tomatoes 


A Party of British importers, 
wholesalers, retailers and growers 
have been _touring the chief 
tomato-growing areas in the 
Alicante district of Spain. The visit 
was organised by Fruit Trades’ 
Journal “because of the rapidly 
increasing importance of the 
Alicante tomato industry to this 
country, not simply because the 
expansion of tomato plantings 
has already constituted a serious 
threat to the traditional autumn 
and winter tomato trade with 
the Canary Islands, but because 
the growth of the new industry 
is capable of radically changing 
Britain’s ‘tomato economy,’ with 
far-reaching effects on both the 
Channel Islands and our own 
production industry.” 

In conjunction with the Spanish 
government and the local fruit 
syndicates, a tour of orchards 
and packing stations in the 
Valencia district was arranged, 
and other days were given up to 
visits to tomato plantations and 
packing stations, melon and 
pomegranate production areas in 
and around Alicante and Elche. 

The party also visited carnation 
and potato production centres. 

* * * 


Critics oF British farming 
abound, but it is seldom that they 
can be pinned down to reasoned 
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What type oi 
readership ? 


A readership analysis of The Paint, Om & CoLour 
JOURNAL proved that two-thirds of our readers are of 
executive grade, both technical and commercial, men who 
have the real say in the buyiag of materials, plant and 
equipment. The same analysis showed that readership is 
four times greater than actual circulation. 

Perhaps even more important than the statistical side is 
the intimate side of our readership. Anyone who is any- 
body in the paint trade reads the journal each week; they 
would consider it a slight if anyone suggested they didn’t. 
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More information and rate card 
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Trade journal features a 


new approach to farming 


argument. Yet some of their con- 
tentions may not be completely 
unwarranted. Perhaps we, as 
farmers, are too apt to be 
annoyed by what appear to be 
foolish words and for that reason 
fail to see some underlying glint 
of truth in the criticisms made 
from time to time. 

So said Farmer & Stock- 
Breeder, announcing that, seek- 
ing a new approach, it has asked 
five men, who in their own par- 
ticular spheres have achieved 
eminence, to set down their views 
on the industry. 

“What is the place of our 
industry in the national set-up? 
What are our weaknesses as well 
as strengths? The authors— 
differing widely in their politics 
and outlook—were given a wide, 
in fact, open, brief to voice their 
personal opinions, whether palat- 
able to farmers or not. 

“In reply to these articles our 
readers are, in turn, free to voice 
their own opinions with equal 
freedom. So it is that often con- 
structive thoughts emerge—and 
goodness knows they are badly 
needed!” 


The necessary steps 


In the first article, Randolph 
Churchill assessed agriculture’s 
place in the national economy. 
He declared: “We in Britain are 
all in the same mess. Unless we 
appreciate this it will be impos- 
sible to take the necessary steps 
for our economic salvation. 
Landlord, farmer, and farm 
worker must realise the conjoint 
problems of industry and mining. 
And those who dwell in the towns 
must take a sympathetic view of 
the dwindling population who still 
live upon the land.” 

Other writers in the series 
include Stanley Evans, MP. an 
arch-critic of “feather-bedding,” 
Sir Robert Boothby, MP, and Sir 
William Rootes. 

+ ed ” 

AMONG THE British contingent 
to an international conference on 
fabric quality and informative 
labelling, at Gothenburg 
(Sweden) was the editor of 
Drapers’ Record, who reported 
that while the discussions con- 
firmed that the problem of infor- 
mative labelling is world-wide, no 
acceptable plan was put forward 
as a solution. 

“Everyone there, from scien- 
tists to housewives’ representa- 
tives, knew what was needed, but 
none knew how to provide it,” 
he wrote in a leading article, 
continuing : 

“No solution has been found 
to the problem; yet the pro- 
ducers appear to have over- 
looked an obvious procedure 
for minimising _ it. They 
have done little to educate the 
people who sell their output. 
Thousands of retailers through- 
out Britain buy and sell mer- 


chandise manufactured’ of 
materials made from synthetic 
fibres without knowing its 
qualities or defects, what ser- 
vice it is likely to give or how 
the user should treat it. 

“If the industry made greater 
effort to educate those who sell 
the goods over the counter, it 
would go a long way towards 
overcoming the present diffi- 
culty.” 


New pipeline organisation 


DETAILS OF a new engineering 
organisation have been given in 
Fluid Handling. The new body is 
intended to link together all con- 
cerned in the laying and main- 
tenance of pipelines for gas and 
oil, including geological survey, 
design, protection from corrosion, 
operation and the thousand and 
one jobs that have to be done on 
the lines. 

It has started as an organisation 
with the title of the Pipeline Club, 
and is the idea of Jack W. Jones, 
superintendent of pipeline con- 
struction for D. & C. & Wm. 
Press Ltd—who were recently 
responsible for the construction 
of the Sui-Karachi gas line (the 
first high pressure natural gas 
pipeline in Asia). 

The journal has undertaken to 
publish personal and _ technical 
notes about people in the club. 

*” * * 


AFTER FOUR years of con- 
tinuous expansion of his dolls’ 
fashion business, called Amanda 
Jane, Conrad Rawnsley is still 
asking himself, “Why hasn't any- 
body found out before that dolls’ 
clothes are big business?” says 
Junior Age. 

Having two daughters of their 
own, Mr. and Mrs. Rawnsley 
soon found that there was little 
variety in girls’ toys, or rather 
few toys which continued to 
delight girls after the first novelty 
had worn off, readers were told. 
That was the birth of the idea; 
now there are over 1.000 stockists 
at home and abroad who have 
built up a steady turnover selling 
Amanda Jane outfits. 


Increasing the volume 


At first the garments went 
mostly to toy retailers but there 
is an ever growing number of 
children’s wear specialist shops 
which increase their volume of 
sales by tempting mothers to buy, 
in addition to their daughters’ 
outfit, something for their doll’s 
wardrobe as a treat, says the 
journal. 

The next expansion in this 
thriving business is scheduled for 
next year when it is planned to 
introduce what is believed to be 
the smallest walking doll, eight 
inches high, complete with a 
trousseau of interchangeable 
clothing. After that a dolls’ 
dressmaking series is planned. 
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TECHNICAL PRINT REVIEW 


During the course of his monthly 
survey, SAGITTARIUS has 
discovered an example of 
excellent publicity for a printing 


organisation 


A type specimen book 
for production men 


[He past few years have 
been very fruitful in the 
production of printers’ type 
specimen books after the 
drought of the immediate post- 
war period. 

Very few were produced during 
the war years, and the majority 
of printing houses found them- 
selves lacking current specimens 
at a time when production facili- 
ties and the incentive of com- 


petitive trading offered slight 
inducement to any ambitious 
project. 


The first post-war specimen 
book of Partridge Printers Leeds 
Ltd., was published in 1953 and 
a copy of its new and revised 
edition just received, is a notable 
contribution to current reference 
material for typographers and 
production men. 


Outstanding typography 

If it is less extensive in range 
than that of more bulkily im- 
pressive publications, it can claim 
the compensation of exception- 
ally high standards of design and 


_— 
a facts about 


general presentation. And its 
typographical merits are sup- 
ported by outstandingly success- 
ful letterpress machining. 

The typefaces represented are 
well balanced and include some 
designs of fashionable appeal to 
advertising men as well as the 
more universally used bread-and- 
butter series. Complete alphabets, 
invaluable to the practising typo- 
grapher, are generously displayed, 
as well as page format settings, 
with various leadings, of key- 
board sizes for text composition. 


Pleasantly conceived 


The varnished paper-boards 
cover, printed in two colours and 
plastic bound, and the prelims 
are pleasantly conceived in a con 
temporary but not aggressively 
unorthodox style, while the com- 
position detail throughout main- 
tains consistently exemplary 
standards. 

This is indeed the level of 
printer’s publicity that offers 
confidence that painstakingly 
careful layouts and type specifi- 

@ Continued on page 70 
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This is the front cover of the booklet about Venesta foil which has 
been designed and produced by Taylor Advertising Ltd., and published 


by Venesta Ltd. In the view of Sagittarius it is an excellent example | 
of technical printing. 


ADVERTISER'S WEEKLY 


THE MERCHANT SHIPPER 
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The monthly journal which keeps the Export Manager up to 
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TECHNICAL 
PRINT REVIEW 


—continued 


Two sree 


This is the front page of one of 

the leaflets produced by Qualters 

& Smith Bros. Ltd. Sagittarius 
thinks them excellent. 


cations will be both appreciated 


and respected in the composing 
* * * 


THE EXPLOITATION of company 
reports and annual accounts as an 
opportunity for public relations 
in the widest sense is almost ex- 
clusively a post-war phenomenon 
in this country, and the Ault & 
Wiborg group have been pre- 
eminent in this connection in re- 
cent years among firms serving 
the printing and advertising fields. 

Their 1955-56 Annual Report 
and Accounts has been produced 
by Newman Neame Ltd., and 
printed (“with A. & W. gemtone 
inks”) by Keliher, Hudson & 
Kearns Ltd. 

Impressive projection 

Its 28 pages and cover pro- 
vides an impressive projection 
of the group’s activities in many 
spheres of service to the graphic 
arts. “Throughout the Group,” 
states its foreword, “the aim is 
always to perfect its many pro- 
ducts, and this constant striving 
for perfection forms the subject 
of the article in this report.” 

The colour half-tone work, in 
cluding a full colour cover, forms 
a vividly contrasting background 
to the utilitarian typography of 
its financial pages, which present 
their figures and comparisons 
with admirable clarity. All in all 
a worthy example of its kind 
which can be studied with advan- 
tage by any company which plans 
to follow this increasingly popu- 
lar path of “visual public rela- 
tions.” 

” 

THE REFERENCE handbook of 
technical information which is 
neither a catalogue nor a direct 
salesmanship instrument, is be- 
coming an increasingly charac- 
teristic aspect of commercial 
printing in this age of acceler- 
ating technological progress. 

An excellent example of this 
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For 68 years the official 
organ of the meat trode 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & Bricien Decorator. Est. 1881. 


The Leading journal for ali associated 
with the Painting and Decorating Trade 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE, 


109/119 Waterloo London S.E.!., 
Tel. WATerioo 3388 


@ Continued on page 72 
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_ TECHNICAL 
PRINT REVIEW 


—continued 


genre of “indirect sony all is 
provided by Facts about Venesta 
Foil, designed and produced by 
Taylor Advertising, Ltd. and pub- 
lished by Venesta Ltd. 

This company is claimed to be 
“the leading aluminium-foil 
rollers in Britain” and the 22- 
page plastic bound booklet 
offers a wealth of technical detail 
their products and 
their application, with some 
bound-in examples and _illustra- 
tions of some of the major uses 
to which they are put. 


Consistent high quality 


The photographs are varied in 
treatment but of consistently high 


| quality, and the layout and typo- 


graphical aspects of the publica- 
tion are equally satisfying. Times 
Roman and Times Bold are used 
throughout, with Grot Nine on 
the front cover and title page, 
and the composition details, 
including leading, word-spacing, 
and tabular matter, are uniformly 
sound, 

This publication is representa- 
uve of that valuable category of 
technical print that combines the 
visual attractions of the “sales 
angle” with a wealth of factual 
detail, disinterestedly presented, 
that ensures its retention as a 
trustworthy reference source. 

* * 


MACHINERY AND factory equip- 
ment of every kind was for long 
@ Continued on page 72 


Display of brass| 


wr 


This collapsible cardboard display 
unit has a base width of only 12 
inches yet provides a firm support 
for two heavy brass musical in- 
struments. Issued by Henri Sel- 
mer & Co. Ltd., it was designed 
by the advertising manager, Dick 
Sadleir, and printed by Display 
Craft Ltd., of London. 
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The Monthly Register of 


TRADE AND SPECIALIST 
Publications 


Continued from page 71 


HEALTH, HYGIENE AND 
“SANITATION 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


The growing public health and 
allied services monthly—with a 
circulation of over 15,000 


90 Buckingham Palace Road, S.W.! 
SLOANE 5134 MEMBER A.B.C. 


*THE BRITISH 
and Overseas 
PHARMACIST’ 
the buyer and technician in 
hospitals, pharmacies and laboratories 
everywhere. 
194-200 Bishopsgate, E.C.2. Ave 1444/5 


For 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


THE 
MEDICAL OFFICER 
ree 


PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C.4, 

FLEET STREET 5574/5 


LUBRICATION 


THE ONLY Independent 
devoted to LUBRICAT 


Read by Works Engineers, F 

Machine Designers, Oil fF 
Company Executives, etc., & 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! By 
Telephone: REGent 7996 


BOOT AND SHOE TRADE 


The Shoe and Leather 


Record 


Founded 1886 
The Pioneer and 
Progressive Paper 


e 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trades. 

MERCURY HOUSE 


109/119 Waterloo Rd., London, S.E.!. 
Tel. WATerioo 3388 


THE BUILDER 


The most influential 
weekly newspaper for the 
Architect, Contractor and 

Quantity Surveyor. 


4 CATHERINE ST., 


LONDON, W.C.2 
TEMPLE BAR 6251/4 


GAS SERVICE 
AND DOMESTIC COKE 


The only monthly designed exclusively 
for the Sales and Service side of the 
Gas Industry. 

11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 
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Brilliant leaflet series 


on hacksaw 


machines 


SEARCH FOR PERFECTION 


This shows a double-page spread in the “22nd Annual Report and 


Accounts,” 


issued by Ault & Wiborg Ltd. 


In the opinion of Sagit- 


tarius, it is a worthy example of its kind, which can be studied with 
any company. 


advantage by 


the Cinderella field of printed 
publicity, yet its progress in 
recent years has been so rapid 
that it is now quickly approach- 
ing the general level of domestic 
furniture catalogue literature in 
quality of production and versa- 
tility. 

A series of leaflets produced 
during the past year in connec- 
tion with the range of Qualters 
& Smith Bros. Ltd., hacksaw- 
ing machines represents the 
outstandingly brilliant level of 
printed presentation 
ingly associated with products 
of this kind. 

The design and tae of 


CIVIL ENGINEERING 
CONTRACTING 


CHARTERED 
CIVIL ENGINEER 


The Journal read by all Chartered 
Civil Engineers at home & abroad. 


1-7 Gt. George St., London, $.W.1. 
Tel.: WHitehall 4577. 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 


Read by 
the a 
mace « x industry 


every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591/2/3 


these leaflets was the responsi- 
bility of Associated Graphic 
Arts Ltd. in co-operation with 
Maurice Johnson, advertising 
manager of Kerry's (Great 
Britain) Ltd., and his predecessor, 
Stanley W. Arms. Companion 
leaflets in similar style are 
planned for all the products of 
the Kerry Group, including 
Kerry’s (Great Britain) Ltd., the 
parent company, Kerry’s (En- 
gineering) Co. Ltd., Qualters & 
Smith Bros. Ltd. and Henry 
Broadbent Ltd. 

The present series of leaflets is 
remarkable both for the convinc- 
ing clarity of its photography, and 


_, its use of bled-off background 


tints of unusually attractive clear 
and pure shades. 


* * * 


THE FIRM of Taylor, Taylor & 
Hobson Ltd., of Leicester, manu- 
facture engraving machines, 
specialised instruments, and 
lenses used in astronomy, photo- 
graphy and _ cinematography. 
They also celebrate this year the 
70th $$anniversary of their 
foundation in 1886, 


Account of contribution 


A printed memento of the 
occasion entitled Tally Ho—in 
Pursuit of Precision offers a 
fascinating account of the firm’s 
contribution to industrial pro- 
gress in many diverse fields. 
Presented in a worthy form, it 
reflects outstanding credit to the 
letterpress machining capabilities 
of another Leicester concern, 
Geo. Gibbons Ltd., the printers. 

The press work of a very 
varied range of illustrations in 
line and colour and monochrome 
half-tone is of really exceptional 
quality—and does not prejudice 
the requirements of the typeset 
matter in Monotype Baskerville, 
with Bodoni in display. 
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THESE DISPLAY STANDS ATTRACT SALES... 


Made to measure by METAL BOX 


‘gps Bagge Se "i ie a 


: SCROLL PENS 
PRICES RANGE FROM 15/10 £3 EACH | z.ecersmets ni ne 
, _ high including display plate. 
TRICO FOLBERTH 
Dispenser 144° wide x 14” back to front 
x 112" high. 
MARCHON PRODUCTS 
Stand 14” wide x 9” back to front x 30” 
high at back, sloping to 264” at front. 
Overall height including display plate 364”. 
easy to keep clean, and have a long life. Rep ders have VOLES CTS 
y I 8 a Stand 184” wide x 21” back to front at base, 
4 . 7% ‘ com 2 ‘ sloping to 6” back to front at top 332” high 
proved their success. With three art studios and a colour 204° wide including pockets x 45" high 
photography studio Metal Box will willingly design and igual ying 
HOLLINS TIMBER DEVELOPMENTS 
submit to you a prototype in colour to suit your particular Stand 174” wide x 9” back to front x 49” 
high 23” wide including pockets x 524” high 
requirements. Please write to-day to:— including display plate. 
4 ENGLISH SEWING COTTON 
Stand 15” wide x 13” back to front 
x 124” high. 
THE METAL BOX COMPANY LIMITED W. & R. JACOB 
Calendars, Novelties, Tablets, Trays and Displays Stond 30” wide x 17” back to front at base 


sloping to 54” bock to front at top x 38” high. 
THE LANGHAM - PORTLAND PLACE - LONDON W.1 Overall height including head plate 41” high. 


depending on the quantity required 


Manufactured by the Metal Box Company from steel sheet, 


these display stands are printed in arresting colours, are 
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COUNTY BOROUGH ike OF BLACKPOOL 


HOLIDAY GUIDE 
= COVER DESIGN = 


COMPETITION 
175 gns. in Prizes 


Details from: 
DIRECTOR OF ATTRACTIONS & PUBLICITY, 
ROOM A, TOWN HALL, 
BLACKPOOL 


This Distinctive and Successful 
Platignum “PENORAMA” 


Pens. Pencils 
Ballpoints PLATIGNUM’S DISPLAY UNIT 


Designed and Manufactured by 


C. & R. WARD & CO. 


We are ready to submit ideas and 
prototypes to suit YOUR product 
in metal, wire, or perforated board. 


DISPENSERS SALES AIDS 
DISPLAY UNITS 


Cc. & R. WARD & COMPANY 
la, ALGERNON RD., LONDON, N.W.4. 
Telephone : HENdon 8902 


“PARMERS’ JOURNAL” | 


(Official Organ of Ulster Farmers’ 
Union) 
For efficient coverage 
oy through- | 


out the Six Counties 
of Ulster. 


A.B.C. figures 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


memsen oF THe  /2- to June, 1956 
AUDIT BUREAU 


OF CIACULATIONS 28,27 l 


Belfast Office : 
18 Donegall Square, East. Tel. Belfast 24397 _ 


London Office : 
69 Fleet Street, E.C.4. Tel. FLE. Street 5453 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET w. 2. 


| encouraged, 


| 
| 
| 
| 
| 
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COMMERCIAL ARTISTS’ PORTFOLIO 


Wisicolm 


ORN in Fulham and edu- 

cated at the City of London 
School, Malcolm Morris won 
the drawing prize there for five 
years in succession. Thus 
he planned a 
career in art—a career due in 
1943 for prompt postpone- 
ment. 

An enforced five-year interlude 
in khaki began with a science 
course in Glasgow University, led 
through Sandhurst to a commis- 
sion in the Reconnaissance Corps 
and ended with a captaincy in the 
Army Public Relations Unit in 
Germany. 

Returning to civil life armed 
with an ex-service further educa- 
tion grant, he was accepted for 
entry to the Slade School of Art. 
A long waiting list at the Slade, 
however, plus an impatience to 


| get started, tempted him to accept 


an earlier vacancy at the Chelsea 
School of Art, where he studied 
with very mixed success. 


Passed with ease 


Specialising for the first two 
years in wood engraving, he 
passed the Ministry of Educa- 
tion’s Intermediate Examination 
in Art with comparative ease, 
gaining a first in modelling and a 
second in all subjects out of some 
30-odd entrants from the school. 


| He then studied sculpture for the 


final two years—a period of frus- 


| tration in which he struggled to 
reconcile his natural inclination 


and ability for realism with the 

school’s violently anti-commer- 

cial expressionist sympathies. 
Failure in both this and an 


| unenthusiastic attempt to qualify 


as an art teacher, forced him 


| unceremoniously—but quite hap- 


A man with a theodolite—one of 
the more technical pieces of work 


' to come from Malcolm Morris. 


Morris 


Portrait of a sportsman that 
England cannot yet do without. 


pily—to abandon the extremes 
of modern fine art and tackle the 
more exacting demands required 
by advertising. 

Life drawing and the study of 
black-and-white design for wood 
engraving formed a firm founda- 
tion on which portraits and 
figure compositions in scraper- 
board were built. Now, with 
four years’ studio experience to 
support his training, he is right 
up with the leaders and—with 
justifiable confidence—raring to 
go. 


Life drawing and the study of 

black and white design for wood 

engraving have been a prime con- 
cern with Malcolm Morris. 
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Advertising Director 


wishes to move 


I am a Director of a large and internationally 
known advertising agency. For sound reasons, 
I want to move. I invite a confidential approach 
from a Captain-of-Industry who would like 
a vigorous, experienced and talented Lieut- 
eyant-of-Industry to take charge of advertising 


and publicity. 


As a preliminary to a personal meeting, a fully detailed dossier on my past record 
is available in strict confidence to principals only. It covers twenty years of hand- 
ling national and international advertising, in every possible medium, and in most 
countries of the world, for some of the biggest advertisers as well as for many 
smaller ones — consumer, capital and technical. 


Please make the initial contact by writing to me care of my solicitor at the 
following address. I will acknowledge every serious enquiry. 


CONFIDENTIAL/ADVERTISER, A.W. 


c/o MESSRS. HENRY GOODRICH, SOLICITORS, 
3 FIELD COURT, GRAYS INN, W.C.! 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 
AGENCY: London Press Exchange, Ltd. 


ART DIRECTION: Roy Davis, M.I.P.A. sicenGiaentin eka aR 


ADVERTISER: Cadbury Bros. Ltd. 
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THE GRAPHIC ARTS 
—a Weekly News Survey 


This heading is set in 


lower case—a new Linotype series. 


sizes, it is intended that 1 
able at a later date. 


24 pt. Gothic Condensed No. 25 upper and 
Now available in 18 pt. and 24 pt. 
2, 14, 30 and 36 pt. sizes will become avail- 
Produced primarily to meet the needs of Linotype 


users requiring a bold Sans face of narrow set width, it can now be 


keyboard-set up to 


24 pt. 


VOX SYSTEM EXPLAINED 


“Monsieur Vox’s system of classification has been criticised 
as extremely French and not practical,” said James Moran, 
editor of “Printing News,” when he spoke to the Society of 


Typographic Designers recently. 


" his is not so,” he continued, 
“it is in fact very logical. M. 
Vox has grouped designs under a 
kind of ‘biological’ system. The 
classification contains nine groups 
headed by names descriptive of 
the type designs embraced— 
Manuuaires, Humanes, Garaldes, 
Réales, Didones, Mécanes, Liné- 
ales, Incises and Scriptes. 

“Nevertheless, Maximilian Vox 
has declared that the names of the 
groups are not indispensable. 
They could be replaced by num- 
bers.” 

Earlier in the talk, Mr. Moran 
had attempted to define the status 
of M. Vox by explaining that 
he was a typographer and type 
designer, and that he had been 
printer, illustrator and publisher 
of limited editions. This notable 
Frenchman had edited many 
papers on the graphic arts, and 
translated English classics into his 
own tongue. 

“Vox has a great capacity for 
secing ahead,” said Mr. Moran. 
“While he has been closely asso- 
ciated with metal type all his life, 
this most Gallic of Frenchmen 


FOUR-COLOUR 
ENGRAVER 
ANNOUNCED 


Details of an electronic engrav- 
ing machine which will produce 
four-colour halftone plates are 


given in the current issue of 
Printing Abstracts, published by 
Printing, Packaging & Allied 


Trades Research Association. 

The machine will cut a com- 
plete set of two-, three- or four- 
colour halftone plates, maximum 
size 8 by 6 ins. and equivalent to 
120 line screen, in about two 
hours. 

Other items of interest in a 
section on auxiliary machines 
include an electrically heated, 
hand-operated, moulding press 
for plastic matrices and plates 
specially designed for printers 
who do not want the expense of 
installing automatic equipment ; 
an automatic gathering, stitching 
and trimming machine; a 
machine which can punch 200,000 
labels an hour and an automatic 
projection camera for making 
separations from colour trans- 
parencies. 


has for some years seen that new 
and interesting problems would 
arise out of the development of 
photo-composition. Some of his 
observations on this will appear 
in his book, Mort de Gutenberg. 

“Maximilian Vox believes that 
film-setting is going to make typo- 
graphy and letter design more 
complex so far as possible 
variations are concerned. If we 
are going to have a lot of new 
faces, it might be useful to get a 
sensible method of dividing them 
into categories. Classical names 
will not fit the occasion.” 

Mr. Moran referred in the 
course of his talk to the value of 
a system of type classification as 
a useful method of teaching 
students the different character- 
istics of type faces. He praised 
the “historical” analysis on which 
the British system operated, but 
pointed out that its value was nil 
outside this country. 

As an example of the chaos 
that prevails, he quoted the four 
different names used to designate 
unserifed roman letters in Great 
Britain, France, the USA and 
Germany. 

“The Vox system has been the 
subject of much _— discussion 
between type designers and 
founders,” concluded Mr. Moran. 

“It is no longer a mere theory, 
since two French foundries are 
going to produce their next speci- 
mens using the specification. A 
Dutch type foundry is following 
suit. There is clearly still oppor- 
tunity for differences of opinion, 
and it might be a good thing if 
the Society of Typographic De- 
signers could make its contribu- 
tion by offering to Monsieur Vox 
considered criticisms and con- 
structive proposals for further 
rationalisation.” 


Alloy straightedges 


Lightweight alloy _ straight- 
edges, for use on drawing boards, 
are now being manufactured by 
Angula_ Engineering Co. Ltd. 
Claimed to have the advantages 
of maximum strength, combined 
with constant stability, these new 
sraightedges have transparent 
plastic strips slotted into each 
side of the metal, to form the 
drawing edges. A__ polished 
mahogany bar provides a con- 
venient holding rail. 


This photo-mural, 
21 feet b 
Building Centre, Store Street, 


made by The 


Autotype Co. Ltd. 
y 9 feet and is on permanent display in the lecture room at the 
1 
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of West Ealing, is 


Tottenham Court Road, London, W.C. 


Autotype, who are doing a steady business in photo-murals for public 


buildings, 


schools, restaurants, board rooms, offices, etc., 


make these huge 


pictures from negatives supplied, as well as from prints, drawings, paintings, 
engravings, etc. 


The value of a good house style 


“Look at the advertisements in 
today’s paper; then cover up the 
advertisers’ names and look again 
Your probable failure to identify 
more than a few of them is evi- 
dence of the need for better house 
styles among national adver- 
tisers.” 

That is how Alec Davis, typo- 
graphical adviser and manager of 
Spearhead Services, begins the 
special November issue of Design 

—devoted to “House Style”— 
which he was commissioned to 
produce for the Council of 
Industrial Design. 

“First among the advantages of 
a good house style,” Mr. Davis 
continues, “I would put the air of 
personality which it gives to its 
sponsors. ‘Big Business’ 
needs to live down its reputation 
for soullessness, and if it cannot 


Swan’s double 
celebration 


A double-celebration cocktail 
party was held at the London 
works of Swan Electric En- 
graving Co. Ltd. on Monday 
evening. Advertising agency 
executives, members of Swan's 
staff and friends of the company 
were among the many who 
gathered to celebrate the opening 
of a completely reorganised and 
newly-equipped process depart- 
ment. And there were good 
wishes and congratulations to 23- 
year-old Swan block mounter 
Peter Pass, who has been chosen 
as a meniber of Britain's Olympic 
water-polo team and who has 
been presented with a cheque by 
A. C. Irwin, Swan chairman. 


Soviet visit delayed 


Owing to the disturbed inter- 
national situation, the proposed 
exchange visits of printing teams 
between Britain and the Soviet 
Union has been deferred. 


acquire a soul, it can at least 
acquire a house style. 

“Second, a house style has 
direct advertising value. ... Con- 
sistent house style turns every- 
thing in which it appears into 
‘reminder advertising’ for the 


“Third, a thorough-going house 
style can reduce costs; it is often 
possible to improve design and to 
effect economies in production at 
the same time. 

Following this introduction on 
the value of house style, Mr. 
Davis analyses the trade marks, 
symbols and lettering of a number 
of well-known products; and pre- 
sents ten detailed case histories 
of firms covering a wide cross- 
section of British industry and 
commerce. 


‘. ESEF “presentations 


The members of the Electro- 
typing and Stereotyping Em- 
ployers’ Federation held a 
luncheon at the Savoy Hote! last 
week, at which presentations 
were made to three members in 
recognition of many years of 
outstanding service to the 
Federation. The recipients were 
W. H. Church—for twenty years 
chairman of the Federation; 
John Swain—for a similar period 
as vice-chairman; and B. 
Titchener, who has been a 
member of the executive com: 
mittee for more than thirty years. 


G & G handle Praiiten 


Gordon & Gotch Ltd. have 
been appointed sole agents for 
the United Kingdom and 
Republic of Ireland by the Auto- 
matic Company of Berlin. The 
appointment took effect on 
November 1. The Automatic 


Company are the manufacturers 
of the Frontex Stop Cylinder 
Press. . 
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PUBLIC SERVICE 
CAMPAIGN FOR 
CHILDREN 


N Ow in the country with a specific 
idea for one of those public-service 
campaigns which it is hoped will 
raise the prestige of advertising here 
—as they have done in America— 


is a New Zealander, Miss Beula 
Henry. 
Her idea is a follow-on to the 


World Children’s Day that is 
observed in more than 50 countries 
as a result of resolution passed in 
the General Assembly of the United 
Nations two years ago. 

Miss Henry, and many who think 
and feel like her, would like to see 
the institution of a World Chil- 
dren’s Year, which she believes 
would prove of incalculable benefit 
to international friendship and the 
prospects for a stable peace. 

This idea would, she feels, give 
the advertising industry an admir- 
able subject for a_ public-service 
campaign, and at the same time 
would enable firms and organisa- 
tions to use a great deal of tie-in 
advertising—for children’s foods, 
clothes, toys, pets, pastimes, and 
scores of other commodities and 
services. Miss Henry has had copy- 
writing and art work experience in 


newspapers and store advertising 
departments. She is now anxious to 
work in a British advertising agency 
that would lend its support to the 
ideal which she has so much at 
heart. 

* * * 


Honour, like mercy, blesses 
both him that gives and him that 
receives. J. J. Walsh, proprietor of 
the Munster Express, has yust done 
both. To commemorate his father, 
who was Mayor, High Sheriff and 
chairman of most public boards in 
Waterford City, he has presented an 
18-carat gold link with an elaborate 
locket-type medallion for the Water- 
ford Mayoral chain. 

He himself was accorded the 
honour of a civic reception attended 
by the Bishop of the diocese, the 
Mayor, and the heads of civic 
bodies. Many tributes were paid to 
the way in which the paper is pro- 
moting the cultural and commercial 
interests of the city. 


Gas main pierced 


BIDRAMA has been haunting Si. 
Anne’s Court, Soho. The day after 
the bookshop murder (which hap- 
pened just round the corner), there 
was a big bang, following which 
advertising executives visiting Com- 
mercial Aid Printing Service Lid. 
had to battle through a_ police 
cordon to enter the premises. 

They later found themselves 


MASTER ART LIMITED — 


for better art work 


e LETTERING 
e STILL LIFE 


e SCRAPERBOARD 
e RETOUCHING 


e HUMOROUS DRAWING 
e GENERAL ILLUSTRATION 
in fact for ALL commercial 


you will find our work Ist class, service 
excellent and prices reasonable. 


Biack and White 
and Colour 


art work, 


Our working drawings are practical | 
—properly prepared for the printer 
and blockmaker. | 


WHI. 2979. 


Please ask for specimens and prices. 
A representative will call by request. 


12 ORANGE STREET, W.C.2. 


NOVEMBER 9, 


Here (left to right) are Andrew Milne, honorary member in London of the 
Poor Richard Club, charitable American advertising club, Leslie Room, 
director-general, AA, and Trevor Harris, chairman, Publicity Club of 
London, taking part in a two-way conversation from Grosvenor House 
Hotel to a luncheon session of the Club in Philadelphia when a colour 


film on the Transatlantic cable was being shown. 


The conversation was 


relayed by loudspeakers at the luncheon and also televised in Philadelphia. 


trapped in total darkness while ex- 
amining proofs in the process 
department. 

[hey observed a ghostly proces- 
sion of dim figures carrying torches 
through the works on their way to 
the Hadego photo-setter where an 
urgent setting was carried out with 
the aid of this makeshift lighting. 

Robert Gavron (who is number 
two to CAPS’s managing director, 
Gerald Frankel) tclls me that the 
cause of these goings-on had noth- 
ing to do with the murder. A work- 
man repairing a gas main outside 
the premises pierced the electric 
main with a pneumatic drill. Fortu- 
nately for CAPS, the accident 
occurred around the time for the 
“Changing of the Guard,” i.e. when 
ae shift is replaced by. the night 
shift: 

By the early evening the situation 
was restored. Bleary-eyed account 
executives and print managers, 
emerging from CAPS, were glancing 
furtively into the shadows of St. 
Anne’s Court, while inside CAPS 
things were humming as normal. 


Ladies go so well 

_ wi th champagne 
"TWENTY-ONE years of agency 
operation is certainly something to 
celebrate. Private dinner or vast 
party? Most agencies choose one 
or the other. Few strike the happy 
medium. 

But Mark Fawdry Ltd. did for 
their coming-of-age last week. It 
was champagne all the way for one 
of the most interesting gatherings of 
ad men in London since the war. 

Philip Fawdry, head of the 
agency, greeted a comparatively 
small but highly impressive group of 
guests. The dignified celebration 
was marked by the absence of 
photographers and speeches. 

Freedom from the “clicking and 
clacking’” which characterises so 
many parties in advertising was 
obviously appreciated by many of 
the guests, who included Alan 
Wilkinson (president, IPA), Mike 
Masius, John Coope, Bill Needham, 
Sidney Wynne, Leon G 


John Rosswick and other well- 


known advertising personalities. 
The presence of just a few more 
of the ladies, of whom I saw only 
one, would have made it perfect. 
They go so well with champagne! 


Violin-maker is an 
ad manager 


A LOVE of cricket and of music 
are not mutually exclusive, as 
Neville Cardus has shown. Anothe: 
example is provided by S. Howard 
Lucy, newly appointed advertisement 
manager of London Calling and the 
BBC’s supplementary publications. 
He captains the BBC advertise- 
ment department cricket team and 
was deputy-leader of the old Fleet 
Street Amateur Orchestra. He is 
also a skilled amateur violin-maker 
and has lectured to the Institute of 
Musical Instrument Technology. 


Musical talent runs in his family. 
His daughter, Alison, a student at 
the Guildhall School of Music, has 
just been awarded the Merchant 
Taylors’ scholarship for ‘cello. 

Mr. Lucy is a Diploma Member 
of the Advertising Association and 
a member of the Incorporated Sales 
Managers’ Association. 


* * . 


MEANY friends of A. W. Smith 
were present at the Falstaff, Fleet 
Street, on Thursday of last week to 
wish him well on reaching his 75th 
birthday. Bert Smith has been no 
less than 59 years in advertising— 
the last 34 with Frederick Aldridge 
Ltd., of which he is director and 
media manager. 

There were many goodwill tele- 
grams from friends not able to be 


a CONTACT 
WEEK'S WISECRACK 


~ 


. 


“There must be advertising 
men out there, Carruthers. 
There’s been fighting on 
Port Said golf course.” 
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“A SOLUS TRANSFORMATION” 


BEFORE AFTER 


ee 


Bee 
XE ye 5 
Sane e 


@ Solus Sites improve the Amenities 


This photograph of a National Solus Site shows how a derelict wall can be 


cleaned up and re-modelled to become an attractive poster position—and at 


the same time greatly improve the local amenities. National Solus Sites are 


available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND - LONDON - W.C.2 - TELEPHONE: TRAFALGAR $ 4922-3-4 


DIRECTORS: T. A. ALLAM ( Managing Director) + S. E. CARTER « P. W. FELTON - R. H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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SE GETS RESULTS 


Here’s proof! Read these unsolicited tributes. 


pest sir, 


Guaranteed by G.P.0. Postal Certificate 


Special combined rates with “The British 
Packer"’. Details from 
Cam Pub'ications Ltd, 
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We Hear 


Aer Lingus, Irish Air Lines, have 
appointed the PR group of Foote, 
Cone & Belding Ltd. to assist in the 
further development of their British 
and European press relations pro- 
gramme in 1957. Foote, Cone & 
Belding Ltd. already handle Aer 
Lingus advertising. 

* * * 


The Association of Health and 
Pieasure Resorts Conference is to 
be held in Morecambe on June 17 
to 19. During the conference the 
judging of resort posters will take 
place for the Tattersall Trophy. 

* * * 


The Sth International Handicrafts, 
Homecrafts and Hobbies Exhibition 
will be held at Earls Court, London. 
from September 19 to 28. 

* * * 

Peter Hope Lumley has been ap- 
pointed public relations officer and 
press representative to Boucheron 
Ltd. of London. Paris and New 
York. 

* * * 


Rothesay Advertising Association 
are to spend £1,200 in the first three 
months of next year on publicity for 
the Clyde coast resort. 


Ban lifted 


The Irish Censorship of Publica- 
tions Appeals Board has revoked the 
ban imposed last April on Argosy. 

* * * 

Birmingham agents A, A. Black 
Ltd. have published the seventh 
issue of GSS Review, a journal for 
their clients, Garringtons Ltd., of 
Bromsgrove. 

* 7 * 


John Hurd Associates Ltd. have 
been appointed by Newfeld Ltd. to 
handle PR for their Bendy range of 
latex foam rubber toys. 

* * * 

Percy G. Griggs, director of 
Richard Potts and Partners . Ltd.. 
addressed the Rotary Club of Rams- 
gate on “The Changing Face of 
Advertising.” Advertising for Rams- 
gate is handled by Richard Potts 
and Partners Ltd. 


Hair PROs 


The PR division of F. H. Radford 
Lid. have been appointed press and 
public relations consultants for the 
second year in succession to the 
National Hair and Beauty Week. 
The week will be held from March 
9 to 16. 

* . [ 


Among the Enid Blyton characters 
for whom Walter Tuckwell & Asso- 
ciates are now acting as character 
merchandising agents is “Bom, the 
Little Toy Drummer.” The com- 
pany will also act as agents for the 
Noddy Subsidiary Rights Co., for 
new lines featuring Noddy. 


. - . 

D. A. Goodall Lid. have been 
appointed UK representatives for 
Montreal La Presse. 

* * * 

Changes of 
Macaulay 


address: David 
Advertising Ltd. to 
Wigmore House, 10, Duke Street, 
London, W.1 (from November 16); 
Clifford Bloxham & Partners Ltd. 
(media and accounts departments) 
to Lion House, Red Lion Street, 
W.C.1: “Church Illustrated” to 
Castle Yard, Hopton Street, S.E.1 


PUBLICATIONS IN THE NEWS 


New productivity 


journal 


The first number of Higher Pro- 
ductivity, a new bi-monthly journal 
covering work study, mechanical 
handling and automation, will be 
published next week. Subscription 
rate will be £1 5s. 6d. per annum. It 
will be published by the College of 
Industrial Science and Technology 
and printed by Gale & Polden Ltd.., 
who also handle the advertising. Ad- 
vertisement rates will be: black and 
white, whole page £70 for one inser- 
tion, half-page £35 for one insertion, 
quarter-page £18 for one insertion. 
Outside back cover £100, inside 
front and back covers £80. There 
will be a 10 per cent discount for 
six insertions. Colour advertise- 
ments will be accepted. 

* * 


* 
Three special issues of Municipal 
Engi will cover the Public 
Works and Municipal Services Con- 
gress, which opens at Olympia on 
Monday. This week's issue includes 
a review of many of the exhibitors’ 
products shown at the Exhibition. 
The second and third issues will 
carry reports of the Exhibition and 
Congress. Municipal Engineering 
will be ae at Sane. 


Two more Good ie Ae 
Gravure Booklets will be published 
next Thursday at Is. 6d. They are 
entitled “Soups, Sauces and 
Savouries” and “Buffet Parties.” 
Both booklets are illustrated in 
colour and in black and white. 


Hulton’s handle 
‘Handyman’ 


Handyman, the do-it-yourself 
monthly, is to be distributed through 
Hulton Press with effect from the 
December issue. Changing over 
from newspaper to magazine style. 
the first issue in the new format will 
contain 68 pages with a full-colour 
cover. Price is Is. Theme will be 
“Preparing for Christmas.” It will 
include a competition and do-it- 
yourself books are offered free to 
new subscribers. 

* * * 

Sales of TV Times now exceed 
1,300,000, states advertisement man- 
ager Leslie A. peaniee. 


The ou Guide and ts 
Book of the British Electronics 
Industry will be published in 1958 
by Heywood & Co. Ltd. It will 
concentrate mainly on the capital 
a side = the eee. 


Catholic Worker is oF. 4d. (pre- 
viously 3d.) from the October issue. 
Richmond and Twickenham Times 
increased its price fo 4d. from 3d 
with effect from the October 27 
issue. The monthly 66 Magazine 
will sell at Is. 3d. (previously 1s.) 
from December. F 

* * * 

The first Survey of the British 
Glass Industry published by The 
Times Weekly Review is included 
in this week's issue. It has 20 pages. 
is fully illustrated, and well sup- 
ported by ee advertisers. 

a 

The Westmensh Examiner have 
appointed J. T. Robson & Son Lid 
as London representative. 


HOt WW j 


“What to give and where to buy it” 
will be the title of a 16-page 
Christmas gift supplement of over 
500 presents in the December issue 
of Housewife. 

* * * 

Flight (Associated Iliffe Press) ts 
to publish a special “Guided Mis- 
siles” number on December 7. It 
will include a survey of guided- 
missile design and development, and 
a review of the world’s current 
missiles. 

* a 

The November issue of 
Banker contains a special 
study on Middle East Oil. This is 
accompanied by a map in full 
colour and other features 


The 
32-page 
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‘208 & View’ to 
change editorial 


Adjustments are made in 
the editorial policy of | and View 
to make the contents more specia- 
lised, with the emphasis on records, 
lV and the entertainment world. 
The January issue will contain eight 
pages on record stars, reviews, and 
“behind the scenes” features. The 
10 pages of the View section will 
be devoted to TV shows and stars, 
news and views. The Radio 
Luxembourg programmes will re- 
main a regular feature, although 
they will be presented differently 

* a * 

TV Eye, a monthly 
magazine for television,” has been 
launched by Tellex Publications 
Lid. Donald Cresswell is in charge 
of advertising and promotion. 

* * * 

The December issue of Here's 
Health will carry a record adver- 
tisement quota of 40 pages, and will 
contain an eight-page beauty section 
with a two weeks’ slimming plan. 

* * * 


“business 


The Municipal Journal is pub- 
lishing three special issues covering 
the Public Works and Municipal 
Services Congress, which will open 
at Olympia on Monday. This 
week's issue includes a preview of 
many of the exhibitors’ equipment 
and products. The second and third 
issues will carry reports of 
Exhibition and Congress. 
journal will be exhibited § at 
Olympia. 

* + >» 

This week the British Weekly is 
publishing a special 70th birthday 
issue. 
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_ For up to the minute | 
ion information... os 


You can’t work for your media as Player’s 
do without having at your finger-tips the 
answers to pretty well everything that’s 
likely to be asked. We know intimately 
our media, their readers, local views and 


problems. 


If ever you’re in doubt, ring us 


—we'll be delighted to help. 


Ask PLAYERS 


E. W. PLAYER LTD. », PLEET STREET, LONDON, Bc. 


The London Office for some of the 


best media in the country. 


Street 9093 
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ADVERTISER'S WEEKLY 


Bla 


NEW BOND ST., LONDON W.i 
use 


FOOD 
MANUFACTURE 


to reach the 


makers 
of 
PRESERVES ~- PICKLES 
MILK PRODUCTS 
SOUPS - SAUCES etc., etc. 
for their clients 


THE BRITISH HYDROLOGICAL 
CORPORATION 


FOOD MANUFACTURE 


STRATFORD HOUSE, EDEN ST., LONDON, N.W.! | 


FOOD MANUFACTURE is one of the 


LEONARD HILL TECHNICAL GROUP | 


'HE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


SDA AR D'H 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 


Specimen copies on request 


| pared 
| Sundays, 


SIMON 


Max Factor in 
new field 


“One of the most impressive 
advertising campaigns ever prepared 
for any pharmaceutical product” 
will be launched on Sunday by Max 


| Factor for Banish, a new prepara- 


tion for “complete control, relief 


| and protection in cases of dandruff 


and scalp irritations.” This product 
marks the entry of Max Factor 


| into the pharmaceutical field. 


A large media list has been pre- 
including national dailies. 
provincial and Scottish 
papers, blanket coverage on all 
commercial TV stations, and trade 
press. The campaign is_ being 
handled by Crane Publicity Ltd. 


SPECIAL BACON ADS 


To mark a reduction in the price 
of bacon last week which will be 
making itself felt in the shops this 
week, the Bacon Information Coun- 
cil are running an advertising cam- 
paign to announce the price reduc- 
tion to housewives. Special spots 


| on all commercial TV stations are 


being used. If the price is reduced 
again, 11-inch and eight-inch doubles 
in national papers will also be used. 
— are Erwin Wasey & Co. 


New firm’s agents 

The Astra Company of Sweden. 
described as the largest organisation 
of its kind in Scandinavia, has estab- 
lished a subsidiary company in 
England to market medical, pharma- 
ceutical and veterinary products in 
the United Kingdom and Common- 
wealth countries. The subsidiary. 
Astrapharm Ltd., has appointed 
L. B. Singleton Ltd. to handle its 
advertising. 


A series of half-minute television 
commercials with an abstract car- 
toon treatment is being shown for 
Kleenex every weekday in_ the 
London area during the next seven 
weeks. A feature is the animated 
feminine nose which runs across the 
screen, chased by “Little Lulu’’—a 
little cartoon figure who chants a 
jingle as she runs. Agents are 
Foote, Cone & Belding Ltd. 


Christmas wallet 
with nylons 


Christmas advertising for Ballito 
nylons includes spaces in the Daily 
Express, Daily Mail, Daily Mirror, 
Daily Sketch, full-page colour adver- 
tisements in class magazines and 
also the trade press. A _ specially 
designed rose and gold wallet will 
be presented free with every pair 
of nylons retailing at 8s. I1d. 
upwards, Agents are G. S. Royds 
Ltd. 
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Brooke Bond use 
TV for coffee 


Spots on Associated-Rediffo- 
sion Ltd. are being used to 
advertise Bon, a sweetened liquid 
coffee essence made by Brooke 
Bond. Although this is not a 
new product, having been on the 
market for some time, it is being 
sold with a new “improved” 
flavour. Large spaces are also 
being used in the “Grocer.” 
Agents are Spottiswoode Adver- 
tising Ltd. 


Hoover’s Christmas 
advertising plans 


Plans have now been completed 
for Hoover Christmas advertising. 
There will. be two campaigns, one 
featuring all Hoover products and 
the other the Hoover steam-or-dry 
iron. A wide media list of national 
and provincial papers will be used 
as well as the Radio Times and 
Woman. Most of the advertising 
will begin on November 24. 

The all-products advertisement 
features the theme “Give happiness, 
give Hoover.” 

The iron advertisement is based 
on the phrase “It’s a gift at 95s.” 
and stresses the value of the iron 
as a Christmas gift. 

Agents for the all-products cam- 
paign are Erwin Wasey & Co. Ltd., 
and for the steam-ordry iron, 
Clifford Bloxham & Partners Ltd. 


Raphael Tuck’s ads 


Raphael Tuck & Sons Ltd. are 
to advertise their Christmas cards 
on commercial television. Time has 
been booked in the Associated- 
Rediffusion advertising magazine 
programme, “Dear Santa,” on 
November 22. Agents are C. J. 
Lytle (Advertising) Ltd. 


| CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


TRIX LTD. (Trix Twin Model Rail- 
way) for Tibbenham Publicity 
Ltd. Pre-Christmas campaign in 
provincial papers, specialist maga- 
zines and commercial TV from 
London station. 

CONCORD CHAIRS LTD., for 
Gee Advertising Ltd. 

CALOMAX (ENGINEERS) LTD.: 
WILLIAM DENBY & SONS 
LTD. Accounts for Bennett 
Williams (Advertising) Ltd. _ 

MASSEY LTD. (Ladies’ 
coats and suits); CARNEGIE 
MODELS LTD. (Fashionwear) ; 
FRED GOOD & CO. LTD. 
(Blouses). Accounts for Conroy 
Wykes Advertising Ltd. 

SCAMMELL LORRIES LTD., for 
Mayfair Advertising Ltd. i's 

JOHN SELBY, for Gee Advertising 
Lid. Spring campaign being 
planned for women’s fashion 
magazine and class weeklies. 


| STANLEY WORKS (GB) LTD. 


for Crane Publicity Ltd. Cam- 
paign planned for national weck- 
lies, technical consumer magazines 
and technical journals at home 
and a _— 
ASTRAPHA b3 
LILLY & CO. LTD.; THE 
FLEXIBLE METAL CO. LTD. 
Accounts for L. B. Singleton Ltd. 
JOHNSON’S PASTE WAX, 
LAVENDER WAX & RED TILE 
WAX, for Foote, Cone & Belding 
Ltd. 


Campaigns 
SPARKLETS LTD. using Radio 
Times, Sunday Times, Observer 
and Sunday Express for range of 
refillable siphons. (S. C. Peacock 


td.) 

1001 CLEANER, using 60-second 
spots on commercial TV from 
Lancashire and Yorkshire 
stations. (Bennett Williams 
(Advertising) Ltd.) 

W. B. CARTWRIGHT LTD., using 
national dailies, magazines and 
commercial TV for Moorlands 
Antacid Indigestion Tablets. 
(Sells Ltd.) 

COLICLEAN LTD., using commer- 
cial TV and trade journals for 
Coliclean, new stain remover. 
(David Macaulay Advertising 


Ltd.) 

COLGATE-PALMOLIVE LTD., 
using commercial TV for Rapid- 
iy (Masius & Fergusson 
Ad.) 

BROOKE BOND & CO. LTD., 
using commercial TV from 
London station for Bon Coffee 
Essence. (Spottiswoode Adver- 
tising Ltd.) 

HOOVER LTD., 
and provincial papers, Radio 
Times and Woman. (Erwin 
Wasey & Co. Ltd., and Clifford 
Bloxham & Partners Ltd.) 

F. W. HAMPSHIRE & CO. LTD., 
using national dailies, Sundays, 
provincials and weekly magazines 
for Zubes Cough Mixture. 
(Napper, Stinton, Woolley Ltd.) 


using national 


RAPHAEL TUCK & SONS LTD. 
using commercial TV for Christ- 
mas cards. (C. J. Lytle (Adver- 
tising) Ltd.) 

MAX FACTOR, HOLLYWOOD & 
LONDON (SALES) LTD., using 
national dailies, Sundays, provin- 
cials, Scottish papers, all com- 
mercial TV stations and trade 
press for Banish. (Crane Pub- 
licity Ltd.) 

H. P. BULMER & CO. LTD., 
using national dailies, magazines 
and commercial TV. (London 
Press Exchange Ltd.) 

A. F. BUCKINGHAM LTD., using 
commercial TV, London evening 
papers, window stickers, etc., for 
the Flex-o-Lator mattress. (T. B. 
Browne Ltd.) 

SCROLL PENS’ LTD. using 
national dailies and Sundays in 
the UK. (T. C. Bench Ltd.) 

BALLITO HOSIERY MILLS LTD., 
using Daily Express, Daily Mail, 
Daily Mirror, Daily Sketch, full- 
page colour advertisements in class 
magazines and trade press. (G. S. 
Royds Ltd.) 

RONUK LTD., using commercial 
TV from London station with 
trade press support for Spix furni- 
ture polish. (Mather & Crowther 
Ltd.) 

BACON INFORMATION COUN- 
CIL LTD., using commercial TV 
and nationals to announce price 
a. (Erwin Wasey & Co., 

td.) 
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TOP MANAGEMENT ‘MUST NOT 


SHELTER BEHIND PR’ 


Public relations came under 
discussion on a number of 
occasions at the British Institute 
of Management's National Con- 
ference on “Management— 
Profits—Living Standards” at 
Harrogate last week. 

The managements who used 
PR wrongly were attacked by Sir 
John Elliot, chairman of the 
London Transport Executive, 
who said: 

“The public sometimes thinks 


of public relations officers as 
screens or shields whose only 
function is to send back soft 


answers while the management 
gets on with its policy, regard- 
less. If this does happen in an 
undertaking, then public relations 
are being used wrongly. There 
must be a two-way traffic: out- 
wards to the public and inwards 
to the management. 

“Management must not try to 
shelter behind its public relations 
organisations when it does not 
like what is being said or thought 
about it. It cannot use public 
relations as if it were some um- 
brella to be put up only 
when it begins to rain. Some- 
times in ticklish situations no 
publicity is best, but not always. 
If you do speak, do not tell 
lies,” said Sir John. (See Com- 
ment, page 16.) 

H. Weston Howard, chairman 
of Hayward-Tyler and Co. Ltd., 


gave the conference the first re- 
port of an investigation into the 
disclosure of financial informa- 
tion to employees—an operation 
often undertaken by PR depart- 
ments. This investigation was 
carried out by the British Insti- 
tute of Management. 

The report stated that “the 
number of companies in_ this 
country which give financial in- 
formation to employees is pro- 
bably less than 20 per cent, al- 
though the indications are that 
this percentage is increasing. Em- 
ployees on the whole are inter- 
ested in having financial informa- 
tion about their company and 
news about new developments.” 

In the discussion which fol- 
lowed, A. H. Snell, industrial 
liaison officer of the Economic 
League, said that most workers 
tended to regard all large figures 
as being equal. A million pounds 
was a very large sum to the aver- 
age man—right outside his per- 
sonal experience, while the sum 
of £10 million was not, to him, 
ten times as great as it was “just 
another large figure.” 

It was essential to talk in terms 
of figures which he understood. 

Another point made by Mr. 
Snell was that it was more im- 
portant for a firm to help explain 
the economic system in general 
than to give a detailed break- 
down of its own figures. 


As fom 


new address 


Monday November 19th 


our new address will be : 


Wigmore House, 
10 Duke Street, 
London, W.1. 


Telephone: 
HUNter 0521-6 


ADVERTISER'S WEEKLY 


How Dunlop equipment has contributed to setting up world records on 
land, in the air, and on water is the theme of this month's special display 


at their London headquarters, St. 


New Decorpeg for 

display work 

A new perforated hardboard, 
developed from Pegboard, is now 
being marketed by the building 
boards division of Bowaters Sales 
Co. Known as Decorpeg, the new 
board has # inch holes at half- 
inch intervals arranged in square 
fields or blocks. These are 
separated by plain margins, each 
“framed” section being about 
1 ft. square. 

The board is painted with a 
matt white finish which can also 
serve as a base for other decora- 
tive treatments. The board is “of 
particular value for display pur- 
poses,” say Bowaters. 


Please amend your records accordingly 


DAVID MACAULAY ADVERTISING LIMITED 


James's House, St. James's Street. 
New practitioners 
Holman Advertising Ltd. and 

Richmond Towers Ltd. of 
London, and Paul Padfield Ltd., 
of Manchester, have been 
admitted to the Institute of Prac- 
titioners in Advertising as 
Registered Practitioners. 


WESSEX FILM UNIT 


Will put you in the picture! 
*% IN COLOUR ¥& WITH SOUND 
* WITH ACTION WITH INTEREST 


Advertisi Instructional and 
Technical Productions consult: 


37 Queen Sq., Bristol, |. Tel. : 28587 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 
YOUNG P.R. 


APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
EXECUTIVE 


classifications, 4s. 6d. per line, 50s. per display pane! inch. Minimum, 3 limes. Box 
No charge, one line plus Is. covering postage, etc. Series rates on application : all 
advertisements under seven insertions MUST BE PREPAID. Address “‘Advertiser’s 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 

required by leading ‘Automation’ 

Company. Responsibility: to 

maintain and develop a first rate 

P.R. programme. Products range 


APPOINTMENTS VACANT 
theranostat yet developed t0 pro- WE WANT A SPACE BUYER 


NoveMB=R 9, 1956 


APPOINTMENTS VACANT 


YOUNG 
LAYOUT 
MAN (or Woman) 


With creative ability required 


cess controls for a petroleum 


refinery. 

Applicants should be imaginative 
writers who can offer sound P.R. 
and editorial experience. Higher 
School certificate is the minimum 


We visualise a woman for this job. She is probably working at 
the moment in an agency in the space department and her chances 
of promotion are pretty slim. She has a good knowledge of 
agency routine and a very good knowledge of the press. (We 
would prefer her to have a thorough knowledge of the technical 


to work on a wide variety of 
interesting national accounts. 
Must be able to execute quick 
visuals and finished layouts of a 


and industrial press in particular.) She will have initiative and 
imagination and will be satisfied with nothing less than 100°, 
efficiency. In other words we want a co-operator who can bring 
matters to a definite conclusion without a lot of time-wasting 
verbiage. She must be diplomatic both on the telephone and in 
a letter. She should be able to use a typewriter. She must be able 
to get the best out of her staff who will be prepared to help her 
in every way provided she encourages them to do so 

If you feel that this job might have been made for you, let us 
know all about yourself because it is a really excellent opportunity 
for the right person. Incidentally we are a London Advertising 
Agency with a lot of ideas for expansion and our staff are aware 


of this vacancy. 
BOX 4889 
ADVERTISER’S WEEKLY 180 FLEET ST EC4 
details and salary required, to Sex 


WEEKLY NEWSPAPER SERIES i» 
1.550. Willings, 362 Grays Inn Road 


high standard. A good know- 
ledge of typography essential. 
Apply for appointment to 


academic qualification. The suc- 
cessful applicant will receive a 
high commencing salary and will 
be actively encouraged to keep 
pace with a rapidly expanding 
(American) Company. Write 
briefly, giving outline of previous 
career and stating present salary to 
Advertising Manager, Honeywell- 
Brown Ltd., 1 Wadsworth Road, 
Perivale, Middlesex. 


Managing Director, 
Frederick Aldridge Limited, 
| Whitefriars Street, 
London, E.C.4_ Tel: FLE 8444 


OUTDOOR ADVERTISING. Poster 
and Transport Inspector required by 
leading London agency for London 
and Home Counties Write full 


SPACE CHARGING - VuUucnaed 
CHECKING CLERK required for 
West End agency Accurate typing 
and figure work Actual experience 

A VACANCY exists in a London stove an advantage Five-day week 

oJ é the North of England requires exper: advertising dept. for a pleasant young Stowe & Bowden Limited, 169 Pic- 
wc. enced Advertising Representative lady assistant (age 19-21) Oppor- cadilly, W 

WEEKLY NEWSPAPER OFFICE Age not exceeding early forties. Good tunity to learn all aspects of adver EXPERIENCED MAN 
quires male advertising clerk about prospects Write, giving age. deta:l: tising but some experience preferred 
25, preferably with some general of experience and salary required, to Staff canteer pes stating 
experience of dept Please write full Box 4902 Ad. Weekly 180 Fleet St EC4 
particulars, including wage required, STAFF DESIGNER required for point 
to Surrey Mirror, Redhill of-sale display material. Applicants 

YOUNG ARTIST (18-25) with some should be English, male, 25-35 and 
Studio experience, wanted for ari have experience of all current pro 


wanted for 
catalogue dept. Some knowledge of 
age. layout, copy-writing, etc., and 
experience able of instructing studios 

Box 4895 Ad. Weekly 180 Fleet St EC4 write Mangging Director, » 
LIVERPOOI MANUFACTURER. Williams & Co., Ltd., 53 Dale Street. 

nationally advertised (£100,000 p.a.), _Manchester, 1 ae ae Ts 

branded goods distributed direct to LONDON OUTDOOR ADVERTISIN< 
department of large circulation duction processes. Practical originali‘ retail drapery trade, requires exper! AGENCY have a vacancy for a Clerk 
women’s magazine. Exceptional and first-class lettering essential advertising promotion map with experience of handling the 
opportunity Salary according to Please write for appointment giving Z 25-30 Apply, giving full details of accounts. Write full details 
experience full details of past experience and salary required to Box V.5S5! 


to 
Box 4898 Ad. Weekly 180 Fleet St EC4 Box 4901 Ad. Weekly 180 Fleet Si EC4 Box 4904 Ad. Weekly 180 Fleet St EC4 Willings, 362 Grays Inn Road, W.C.i 


Design & Detail 


if you are not afraid 


of work, are skilled, 


go hand in hand 
for the man we want 


enthusiastic and have 
a good standard of 
A man who can handle every facet of the education, interesting 


bas . well-paid appointments 
exhibition and display work undertaken by the 


await you at 


WBG.. 


Layout-Typography 
Production 

Finished Art Work 
Copy Detail and Traffic 


Publicity Division of a Manufacturing Group 
with a wide range of products. A feeling for 
modern design combined with administrative 


ability—plus enthusiasm—is the combination 


we are looking for. Experience secondary to 


ability—for the right man. Salary £700-£800. 
Write to : Please WRITE in the first instance 

stating the position in which you are interested 
giving details of experience, age and salary required 
to The Managing Director 

Wilkes Bros. & Greenwood Lid., 1.P.A. 

299, Oxford Street, London, W1. 


Box 4909 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


Thoroughly Experienced 
WOMAN 
SPACE BUYER 
REQUIRED 


Essential Qualifications First-class 
knowledge of the Technical, industrial 
and Trade Press. Thorough experience 
of Space Department routine. Diplo- 
matist both with clients and Press. 
Used to responsibility and the control 
of staff. Must be able to prepare a 
Media Schedule and a Media Report 
without supervision. Must be a good 
organiser and have an orderly mind. 
Prospects : This is an opportunity to 
join an expanding London Agency with 
a progressive policy. The successful 
applicant will have complete charge of 
the department and every chance to 
contribute to the developments which 
are now in course of preparation. Our 
Staff are aware of this vacancy. Write 
fullest details to 


Box 4890 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVE 
with proved selling record, wanted 
to sell screen space References 
essential Magnet Advertising Co.. 
Ltd., 91 Stoke Newington Church 
Street, London, N.16 (‘phone : Clis- 
sold 6991) 

ARTIST. First-class experienced figure 


artist required by studio owned ‘y 
well-known colour printers Excel- 
lent salary for top grade man. Please 
apply to 
Box 4903 Ad. Weekly 180 Fleet St EC4 
EXHIBITION AND DISPLAY. 
Designer with contemporary ideas re- 
quired Permanent position, good 
salary Apply to Manager, John 
Edgington & Co., Ltd., Old Road 
Lee High Road, S8.E.13 


APPOINTMENTS VACANT 


PUBLICITY MANAGER 


Applications are invited from suitably qualified persons for the 
above appointment at Area Headquarters, Southampton. 


The starting salary for this post will be between Grades “ 
and “F” (£1,525 or £1,925) of the National Salary Scales a 
Senior Gas Officers, or by arrangement with the successful 
candidate according to qualifications and experience. 


The person appointed will be responsible for public relations 
and advising the Board on all aspects of publicity throughout 
the Board's area. 


The successful candidate will be required to pass a medical 
examination and, unless already subject to a Pension Scheme 
by virtue of the Gas (Pension Rights) Regulations, 1950, will 
be required to join the Board's Staff Pension Scheme. 


All applications must be made on a form which may be obtained 
from the Personnel Manager, Southern Gas Board, 164 Above 
Bar, Southampton, and completed forms should be returned 
by 30th November, 1956. 


LETTERING AND DESIGN ARTIST 


ASSISTANT required in publicity 
for firm dealing with packaging, outer 


department of major film company 


London Exgellent opportunity for Publicity and/or advertising experience 
person with creative ability, also able essential, Duties include editing copy, 
to do small finished lettering. Modern maintaining simple records and gener- 
Studio, sports facilities and pension ally assisting in busy office Full 
scheme. Write, evins experience and details of age, experience and salaiy 


salary required 

Box 4850 Ad. Weekly 180 Fleet St EC4 
PURLICITY MAN required to tske 

charge of department covering light 

engineering products. South Bir- 

mingham area. Should have had 

experience with exhibitions, press 

advertising and catalogue matter 

Box 4853 Ad. Weekly 180 Fleet St EC4 


required, to 

Box 4894 Ad. Weekly 180 Fleet St EC4 
COMMERCIAL STUDIO, “affiliated to 

colour printers, require a fully experi- 

enced illustrator and general artist 

Salary £800 to £900 per annum. Five- 

day week. (W.C.1 area.) Full details 


to 
Box 4893 Ad. Weekly 180 Fleet Sit EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


STUDIO 
MANAGER 


We require a senior artist with 
good administrative ability to 
take charge of our studio of 
20 artists. This is an interesting 
and responsible position in a 
constantly expanding business 
supported by a considerable 
photographic and film depart- 
ment. 5-day week. Pension 
Scheme. Please write in con- 
fidence stating age, experience 
and salary required to : 


W. Hall, 
Falcon Studios Limited, 
Britannia House, 
Wellington Street, Leeds, 1. 


ADVERTISEMENT REPRESENT AaA- 
TIVE, male or female, required or 
established technical monthly. Should 
be young, enthusiastic and hard- 
working. Prospects excellent. Salary, 
commission, expenses, For appoint- 
ment ring TRAfalgar 7545, or write 
Box 4891 Ad. Weekly 180 Flee: St EC4 


ILLUSTRATOR / DRAUGHTSMAN 
required, in middle twenties, ‘ui 
Statistical and economic chart ani 
map work, etc.. basic knowledge of 
printing processes essential, to be 
trained for eventual post of some 
responsibility within drawing office 
Salary according to age and ex 
ence Pension fund rights. rite 
Box ZA.684, Deacon's Advertising 
™% Leadenhall St., E.C.3. 


Apply in 


The British Furniture Trade Confederation are 


considering the appointment of a 


P.R.O. 


This would be a full time staff appointment 
carrying a substantial salary. 


in field of Public Relations essential. 


writing, stating age, experi- 


ence, qualifications and salary required. 


Joint Secretaries 
British Furniture Trade Confederation 
17 Berners Street - London - W.1 


Wide experience 
of-sale material. 


have found our man. 


MERCHANDISING 


Leading London Advertising Agency offers an 
interesting opportunity to a young man with 
special experience of merchandising. 

The scope of the job we are offering will be 
largely determined by the successful applicant. 
The man we require will need to keep constantly 
in touch with the best and latest ideas in point- 
He will also need to be conver- 
sant with current displays and special promotions 
in the field, including the activities of Window 
Display Contractors and Self Service Stores. 

We expect from our man a high standard of in- 
telligence, energy and keenness and a strong deter- 
mination to accumulate further knowledge and 
ideas in current merchandising piactice. We 
would prefer to discuss remuneration when we 


Write Box 4905 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Leading men’s clothing manu- 
facturers offer an appointment 
with considerable prospects to 


age 28-35, experienced in modern 
techniques of display and pro- 
motion. 

Essential qualifications are imagina- 
tion, a flair for design, an aptitude 
for detailed planning and the 
ability 
ideas. 
Applications, which will be treated 
in strictest confidence, should give 
details 
salary. 
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EUCUEERES CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


A PRACTICAL 
MAN 


to furnish promotional 


PFIZER LIMITED 
ARTIST 


required for leading Pharmaceutical Company at their Head 
Office in Folkestone to assist in Studio on general art preparation 
of packaging and display work. 

The successful applicant should be under 35 and have a good 
knowledge of lettering and layout. 

The position, which offers considerable scope for initiative and 
advancement, is permanent and a non-contributory Pension 
Scheme is in operation. 

Previous applicants need not re-apply. 

Applications should be made in writing, giving age, details of 
previous experience, etc., to 
Personnel Officer, 137/139 
quoting reference F/AA/2. 


Sandgate Road, Folkestone, 


of career and present PRINT AND PRODUCTION | MEDIA MAN (20-25), good at figures 
Write ACCOUNTS TYPIST CLERK and methodical, required by medium- 
(female). Age 18-30. Must be accuraie sized Holborn agency. State age, 
Box 4920 | typist with a good sense of invoice experience and salary required 
= layout. Good at figures and neat Box 4888 Ad. Weekly 180 Fleet St EC4 
Advertiser's Weekly 180 Fleet St C4 | | handwriting __ essential. Luncheon 
| vouchers, Full details, please, to 


TECHNICAL ARTISTS 
Publications Department in London. 
An interesting and varied work pro- | 
gramme calls for ability to produce 
first-class perspectives in line and half- 
tone 
investigation. 
excellent. 
age, 
quoting Ref. AW/1i1, to the Personne! 
Officer, 
Cowes, Isle of Wight. 


required for | 


Hedley, Byrne & Co., Ltd., 140 Park 
Lane, London, W.1, or ‘phone MAY 
5026 Ext. 18 


ARTIST 


Male or Female Artist required for 


from blue-prints and personal 
Working conditions are 
Apply, giving particulars of 
experience, salary required and 


Saunders-Roe Ltd., East 


HEAD 


GROUND, Art department of small, 
but growing, graphic design and P.R. 
Group need young general assistant. 
Imagination preferable to knowledge 
of what can’t be do 
Box 4910 Ad. Weekly 


ON 


IN GRAPHIS—FEET 


Experienced, with 
required by growing studio engaged on 
illustration, 
art, to make calls in London area. 
salary and permanent job for the right man. 
Own staff know of this advertisement. 


Advertiser’s Weekly 180 Fleet St EC4 


West End Studio. Good at lettering 
and capable of designing Point-of-Sale 
Material. 


REPRESENTATIVE © 


blished c 


"Phone Studio Manager at 
LANgham 535! 2. 


retouching and commercial 
Top 


TECHNICAL PUBLICATIONS DE- 
PARTMENT of engineering company 
requires man for compilation of spare 


Box 4877 


ne. 
180 Fleet St EC4 


parts lists Experience of similar 
DESIGNERS EXHIBITION STANDS work essential ; used to drawing office 
and display required by London procedure Five-day week, State 
exhibition contractors. ensionable | age 


ee and salary required. 
| to the Personnel Manager, CAV Lid., 


post. 
Box 4809 Ad. Weekly 180 Fleet St EC4 Warple Way, Acton, W.3. 


| 


NOVEMBER 9, 1956 


APPOINTMENTS VACANT 


Technical Advertising 
LAYOUT ARTIST 


The Studio Director of a 
London Technical Advertising 
Group wants a man to assist 
him on the creative side and in 
the day-to-day running of the 
Studio. He must be fertile in 
ideas, have a good knowledge 
of types, and be able to produce 
visuals, layouts and designs 
either as pencil “scats” or up to 
client presentation standard. 
Our employees know of this 
advertisement. 


Full details please—age, experi- 
ence, salary required. 


Box 4897 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND-TYPIST (age 19 oF 
over) wanted by busy advertising 
agency. Must possess good speeds 
and be able to work on own initia- 
tive Starting salary £7 10s. pw 
Spring and summer holidays. No 
Saturdays. Telephone for an appoint- 
ment: Miss Usher, Alfred Bates & 
Son, Ltd., 130 Fleet Street, E.C.4 
(FLEet Street 8831) 


MANAGER. Freemans (London, 
S.W.9) Lid., 139 Clapham Road, 
S.W.9, have vacancy for Manager in 
their Multilith Printing Department 
Write in confidence, stating age full 
details of previous employments and 
responsibilities in positions held, to 
Managing Director, Dept. MP., at the 
above address. 


NSW 
WANT A COPYWRITER 


with a flair for the 
pharmaceutical 


The man we want (who’s probably under 30, incidentally, and 
agency-trained) realises that the growth of the ethical pharma- 
ceutical industry has created new and exciting opportunities 
for advertising. We offer this copywriting advertising man the 
chance to devote almost all his energies and talent and flair to 
one of our expanding pharmaceutical accounts. 


This is a job that demands not dead-straight, dry-as-dust copy 
and presentation but imaginative thinking, bold ideas and 


lively writing. It demands also 


fondness) for the medical and pharmaceutical, and no one who 
cannot prove his ability to write and talk clearly and con- 
vincingly on these subjects should apply. 


For the right man, this job will be 


this is a good agency to get into. Write, please, to: Copy 
Chief, Napper Stinton Woolley Ltd., 15-19 Great Chapel St., 


London, W.1. 


a considerable facility (and 


a joy. And they do say that 


VERY LARGE 
ADVERTISING AGENCY 
seeks 


SENIOR 
| EXECUTIVES 


who have learnt very thoroughly the 
elements of their craft, who are prepared 
to accept responsibility now, to whom 
hard work is not unknown, and whose 
ambitions, qualities and experience would 
justify a substantial salary. Apply 


Box 4908 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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NOVEMBER 9, 1956 


APPOINTMENTS VACANT 


ASSISTANT TO 
ADVERTISING MANAGER 


Must be capable of producing print 
through its various stages, and to help 
in the administration of the Advertising 
Department. The position is perman- 
ent, remunerative, and has the advantage 
of a pension. An ideal opportunity 
for a man with initiative. Applications 
stating full details of past experience, 
age and salary required should be 
addressed to :-— 


Cc. E. Horne, Horne Brothers Ltd., 
50-57 Newman St., London, W.1. 


LETTERING ARTIST required. Know- | 


ledge of photo-litho work an advan- 
tage Five-day week. Pension 
scheme. Canteen and excellent work- 
ing conditions. Co LimiteJ 
Honeypot Lane, N.W.9 


COPYWRITER 


IF YOU CAN WRITE GOOD copy 
and have creative ideas we should like to 
hear from you. good position in a 
West End Commercial organisation awaits 
you. Write with full details and salary 
required to : 


BOX 4914 
Advertiser's Weekly 160 Fieet St EC4 


REPRESENTATIVE required by Draw- 
ing Office-Studio engaged on tech- 
nical illustrating, retouching, and 
commercial art Young, must have 
some connections to call on clients 
in London area. Excellent salary and 
prospects 
advertisement 
Box 4878 Ad. Weekly 180 Fleet St EC4 


| SPACE INVOICE TYPIST (female) 


Age 18-30 Must be neat, accurate 
typist and not afraid of ay Full 
details in writing, please 


Box 4885 Ad. Weekly 180 Fleet St BC4 


RETOUCHER 


Capable of colour and monotone work 
to highest standard in pleasant atmo- 
sphere, and aged between 23-30. 
SMH Advertising Services Ltd., 
2 Doughty Street, London, W.C.!. 
CHAncery 3901-2. 


NORTHERN MANAGER required for 
leading trade/technical journal, pre- 
ferably with editorial experience 


Write ’ bs 
Box 4924 Ad. Weekly 180 Fleet St EC4 


POSITION IN LONDON 
FOR 


‘POINT - OF - SALE’ 
ARTIST 


Must be specialist in designing 
showcards and cut-outs for quantity 
production. FULL EXPERIENCE in 
constructional cardboard design. 
General artwork to client presentation 
Stage essential. Finished art NOT 
necessary. 


ONLY THOSE ENGAGED IN THIS 
TYPE OF WORK CAN BE CON- 
SIDERED. 

Box 4912 
Advertiser's Weekly 180 Fleet St EC4 


Present staff know of this | 


CREATIVE ARTIST required by large 
manufacturer for sales promotion 
department. — giving age, ex- 
perience, etc., 

Box 4926 Ad. Weekly 180 Fleet St EC4 


SENIOR COPYWRITER 


AND 


TOP VISUALISER 


Required for Medium Sized Agency to 
handle Domestic, Electrical and Technical 
Accounts. Applicants should have had 
considerable Agency experience at high 
level and be aged 30-40. 


Positions will carry salary according to 
experience and ability. 


Write in confidence to Managing Director 
Box 4921 
Advertiser’s Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


HADDONS WANT 


a creative designer 


to join a young and 


forward-looking creative 


team working on a 


wide range of problems 


for one of Britain’s 


best-known advertisers 


This man is expected to make and take forthright 
professional comment both at Group and top 
Executive levels. Whenever possible, he will brief 
artists and direct photography on work of his own 


designing. 


The salary for this job is according to ability. 


Haddons have a Pension Scheme. 


Apply for an interview 


in writing or by phone to Mr. A. J. Clark, 


JOHN HADDON & CO. LTD. 


11/12 Salisbury Square, E.C.4. 
FLEet Street™8011 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY 
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NovemMBER 9, 1956 


CLASSIFIED ADVERTISEMENTS 


NOW 


is the time 
to consider 


Sunny South Africa 


Spring is here—and with 
great opportunities for advertising 
folk, for we are looking or the 
additional staff listed below. 


some 


The vacancies are spread over the 
four main centres where we have full 
service offices, and we offer you inter- 
esting and enjoyable work, with 
excellent prospects. 


Each office has pleasant working 
conditions, a five-day week and super- 
annuation fund. Payment of fares to 
be negotiated. All applications will 
be treated in strict confidence. 


In all cases write in first instance, 
giving full details of previous experi- 
ence, age, marital status, present 
salary, etc. 


Account Executives 


Need not necessarily have had A/E 
experience, but must be able to discuss 
marketing, merchandising and adver- 
tising intelligently with clients, and 
formulate plans for the successful 
promotion of his clients’ sales. Salary 
from £1,200 to £2,000 per annum, 
according to ability and experience. 


Layout Artist 


First-class visualizer, capable of 
producing striking ideas. Salary up 
to £2,000 per annum, according to 
ability and experience. Send repre- 
sentative selection of specimens, 
including as many actual layouts as 
possible. 


Finished Artists 


We require two finished artists—one 
an expert on figure work, and one who 
can do general work, including car 
illustration. Salary in both cases will 
be according to ability and experience. 
Send a representative range of speci- 
mens. 


. 

Copywriter 

Man (or woman) with ideas and a 
flair for producing sound selling copy. 
Salary not less than £1,200 a year 
according to ability and experience. 
Send specimens, indicating clearly 
where you were responsible for idea, 
copy, etc. 
Address applications to : 

MANAGING DIRECTOR, 


P. N. BARRETT COMPANY 
(PTY.) LTD., 


P.0. Box 4064 Johannesburg 


: APPOINTMENTS VACANT 


ARTISTS ASCENDING 


Designers who are still rising and are 
anxious to arrive will find the right 
atmosphere in our creative studios. 

They must have already risen quite a 
long way and have had agency ex- 
perience of press advertising. 

We are also seeking FINISHED 
DRAWING ARTISTS who have had 
experience in black and white, colour 
and retouching. 

happy team, good salaries and 
staff pension scheme offered. 


Apply Creative Director, 
J. Peers & Associates Ltd., 
Summit House, 
1 & 2 Langham Place, London, W.1 


ASSISTANT to 
of the London 
age 18-25 for 
experience 
age and 


Advertising 
Palladium 
routine duties, layout 
essential Write, stating 
salary, etc., to Box 6691 
L. & P. A.A., 104 High Holborn. 
weil 


Manager 
required 


SPACE BUYER 


Experience in Space Department 
of agency, knowledge of media 
buying and planning essential. 
Busy agency, plenty of scope 
for right man. We have in mind 
somebody about 25 years of age. 
Apply 


Box 4907 
Advertiser's Weekly 180 Fleet St EC4 


INTELLIGENT YOUNG LADY, aged 
20-25, required as secretary /short- 
hand typist for West End agency 
This is a most interesting ‘‘all 
round”’ secretarial job calling for 
initiative and experience "Phone 
Mr. Glynne-Jones HYDe Park 5225 


YOUNG LADY ASSISTANT 


required by Advertisement Manager of 
Technical Journal in pleasant West End 
Office (Baker Street) ; hours 9.30 to 5 
Experience not essential, if keen to learn, 
but some typing required 

Details please, giving age, experience (if 
any) and salary envisaged to 


Box 4922 
Advertiser's Weekly 180 Fieet St EC4 


LADY ARTIST required by 
firm. Must be good at lettering 
Write, stating age, experience and 
salary required, to N. Yeomans & 
Co., Ltd., 166 Hertford Rd., Enfield 


printing 


If you are a qualified 


PRODUCTION 
MAN... 


with agency experience, 

not afraid of hard work, can 
handle the block ordering, 
setting and proof reading 

of an important group of 
accounts—write to 


WILLINGS 
PRESS SERVICE 


Five day week—pension scheme. 
Write or ’phone for appointment 
Personnel Manager, W.P.S. Ltd., 
356 Gray’s Inn Road, London WC1I 
TER 1212 


POSTER 
INSPECTOR 


Resident in Yorkshire, re- 
quired by American agency 
to cover Yorkshire and 
Lincolnshire. Car provided. 
Please send full details of 
experience and salary re- 
quired, in strict confidence to 
Box 4929 
Advertiser's Weekly 180 Fleet St EC4 


PERSONAL ASSISTANT 
to MANAGING DIRECTOR 


Managing Director of well-known 
National advertiser requires for adver- 
tising duties a personal assistant with 
some creative ability and knowledge of 
print. Age between 26-35. Full details to 
BOX 914 
DORLAND ADVERTISING LTD. 


18 20 Regent Street, London, S.W.!. 


YOUNG MAN with 
knowledge wanted to assist advertis- 
ing manager with buying of printed 
matter Experience of marking up 
copy, laying out and placing orders 
with printers essential There is 
some scope for original layout and 
design. Salary will depend on experi- 
ence which should be given in fvil 
on applying to Advertising Manage-, 
Box 4911 Ad. Weekly 180 Fleet St EC4 
ENILOR VISUALISER/LAYOUT 
ARTIST required who has the ability 
to think of original ideas for adver- 
tisements, leaflets, catalogues, etc 
This position offers an excellent 
opportunity to any man who has 
initiative and Write, stating 
experience and salary required, to 
the Creative Manager, Smee's Adver- 
tising Ltd 3-5 Duke Street, Man 
chester Sauare, London, W.1 
ADy SECRETARY required, well 
educated, of good appearance and 
initiative between 23 to 35 years of 
age. for an extremely busy publicity 
office of an aircraft company in the 
West of England Intelligence, high 
speeds and ability to work without 
supervision are essential Applica 
tions will be treated in strictest con- 
fidence Box IBR7983, AK Advg 
212a = Shaftesbury Ave.. - London. 
Ww.c.2 


typographical 


drive 


PRODUCTION MAN 


required by overseas advertising agency. 
We want a young man aged 23-24, 
capable of handling mechanical pro- 
duction and copy detail on a group of 
important overseas accounts. Sound 
technical knowledge, experience in 
handling suppliers, and organizing 
ability essential 

Telephone or write 


INTAM LTD., 
14 Half Moon Street, London, W.1. 


(GROsvenor $526) 


REPRESENTATIVE required to work 
from London office of cxpanding 
Hertfordshire letterpress printers with 
modern plant and excellent service 
An existing connection is desirable 
but not essential, as full support 
would be given to an able and ener- 
getic man to break new ground, par- 
ucularly in the field of good-class 
catalogue and colour work. Applica 
tions, stating age and experience, to 
Managing Director, 

Box 4855 Ad. Weekly 180 Fleet St EC4 


Opportunity for 
SPACE-SALESMAN 
to become 
ADVERTISEMENT MANAGER 

of long-established monthly journal leading 
in its field Applications should include 
particulars about education, special 
interests and space-selling abilities 

Box 4928 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVES 
required (male or female) for official 
publications, guides, etc. References 
required and replies to all applicants. 
Box 4713 Ad. Weekly 180 Fleet St EC4 


COPYWRITER 


required by leading London Peri- 
odical Publishing House. Young 
man or woman with at least 4/5 
years’ sound copywriting experi- 
ence. Write fully stating age, 
experience and salary required to 


Box 4887 
Advertiser's Weekly 180 Fleet St EC4 


BARNETT NORFORD 
ARTISTS LTD. 


require another 


FIRST CLASS 
FIGURE ARTIST 


Excellent working conditions 
with an enthusiastic team in a 
progressive modern studio. 
Apply with specimens to :— 
4/7 Red Lion Court, 
Fleet St., E.C.4. 
Telephone : FLE 628). 


Voucher Department 


SENIOR 
ASSISTANT 


(Male or Female) 
required 


by leading London Agency. 
Must be experienced in all 
media. 
Full details of age, experience 
and salary required to 
Box 4886 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LAYOUT ARTIST. Good 
opportunity to learn all aspects of 
production wtih progressive publish 
ing company Write, with details, to 
Box 4927 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


required by Advertisement Depart- 
ment of ““ METALWORKING PRO- 
DUCTION " for London and Southern 
Counties. Essential qualifications 

experienced space selling - connections 
with Technical Advertising Agencies : 
knowledge of machine tool and engin- 
eering industry car owner. Salary, 
commission and car expenses make this 
a first class opportunity. Applications 
in writing to General Manager 
(Sales), “ Metalworking Production,” 
95, Farringdon Street. London, E.C.4, 


Phone your classifieds to WAT 3388 (Ex. 25) 
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NOVEMBER 9, 1956 


APPOINTMENTS VACANT 


ASSISTANT WANTED FOR PUBLI- 
CATIONS DEPARTMENT of engi- 
neers for preparation of catalogues, 
booklets, technical manuals, etc 
Must have experience of such work 
and technical writing ability. Know- 
ledge of layout and type, etc.. re- 
quired, but not finished art work 
Five-day week. State age, experience, 
salary required. Apply to the Per- 
sonnel Manager, CAV Lid., Warpic 
Way, Acton, W.3. 


IMAGINATIVE 
SALES PROMOTION & 
PUBLICITY WRITER 


required by vigorous, expanding 
trade publishers to deal with 
technical journals and trade fair 


publicity. Wide variety of interest 
covering many fields. Must be 
versatile. Send details of experi- 


ence and present salary to 
Box 4925 
Advertiser's Weekly 180 Fleet St EC4 


BLACK & DECKER LIMITED require 

an additional Advertising Manager to 
responsibility for sales pro- 
motion of a particular aspect of the 
company’s business. Applicants must 
have ability, imagination, and 


assume 


creative 


up-to-date experience of advertising 
techniques The post carries a re- 
muneration up to £1,500 p.a Write 
in first instance to Personnel Man- 
ager, Harmondsworth, Middlesex 


BUSINESS OPPORTUNITIES 


PERIODICAL PUBLISHERS AND 
PRINTERS are interested in purchas- 


ing periodicals or even purchasing 
part interest of Trade, Technical or 
Consumer publications Reply, in 


strict confidence, 
Box 4360 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Gt. Portiand St. Station) 


DEEP GLOSS Metal-Glazed Showcards. 


another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss Increasingly 
used by leading advertisers Ask for 
specimen and estimate. Dispro Ltd., 
36-38 Peckham Road, S.E.5._ Tel. : 
RODney 7171 (6 lines) 


SMALL N.W. ptg. plant to let or for 
sale. Capacity approx. 50,000 4p. 
papers weekly. May become a price- 
less asset and valuable necessity 
Apply Marsden, Highbury Ave., 
Prestatyn 


THE POCKET PRESS GUIDE 
m your pocket ensures instant reference to 
facts and figures on 3,000 British Pub- 
lications - Ad. Rates - Circulations - 
Type Areas - When published - Cost 
per 1,000 - H/T Screens - Hulton 
Readership Figs. - ‘Smal! Ad.’ Rates. 
Stondord Ed. 6j-. De Luxe 8/6. 

D. H. BOND LIMITED 

120 Bank Chambers, 
329, High Holborn, W.C.! 


SPACE SELLING AGENCY seeks 
established or new media. Home or 
export Technical or consumer field. 
Entire preparatory work undertaken 
including editorial, art-work and 
blocks. Principals only 
Box 4823 Ad. Weekly 180 Fleet St EC4 

PERIODICAL PRINTERS, London 
area, can undertake additional 


journals up to 10,000 runs, weekly or 
monthly—Lino setting—Letterpress 
only to quad demy size, wire stitched 
Queries treated strictest confidence. 
Box 4900 Ad. Weekly 180 Fleet St PFC4 


CLASSIFIED ADVERTISEMENTS 


seeks a change of appointment. 


thousand. 


TO WHOM 
IT MAY CONCERN 


For purely personal reasons which are open to the fullest 
investigation, an established senior executive of some reputation 
This man has a unique all-round 
experience of every phase of advertising and marketing ; is 
both a creative man and an administrator ; 
marketing starts with the consumer and that the challenge of a 
changing world can be met by fresh thinking and new methods. 
University educated, now in his forties and past his second 


Will principals interested in a valuable acquisition please contact 


Box 4892 
Advertiser’s Weekly 180 Fieet St EC4 


believes that 


YOUNG LADY, mid-twenties, seeks 
change of position as Assistant 
Account Executive Good sense of 
responsibility and willing to work 
har 


Box 4917 Ad. Weekly 180 Fleet St EBC4 


CHIEF TYPOGRAPHER /DESIGNER 
of a medium sized, well-established 
agency seeks part-time employment 
2 or 3 days a wee 


ee 
Weekly 180 Fleet St BC4 
Sales 


Box 4918 Ad 


PUBLISHERS. Manager or 


position leading to such. Experienced 
books. periodicals, direction and con- 
trol of representatives and general 


administration 


Box 4923 Ad. Weekly 180 Fleet St EC4 
EXHIBITION CONTRACTORS’ Man 


ager secks post offering wider range 
and mobility (client contact, - sales, 
etc.) Fourteen years’ executive ex- 
perience, own Car Public school 


Box 4876 Ad. Weekly 180 Fleet St EC4 
“HAND - PICKED" SECRETARIES 


available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 
EXHIBITION AND DISPLAY 
DESIGNER with extensive Architec- 
tural and Advertising experience 


seeks post 

Box 4906 Ad. Weekly 180 Flect St EC4 
YOUNG PRINTING SALES EXECU- 

TIVE secks opportunity with progres- 

sive organisation, where outstanding 

ability, imagination and loyalty will 

be suitably rewarded. 

Box 4930 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Marlborough Street, 
London, W.!. 
GERRARD 0068 


PRINTERS 


FIRST CLASS PUBLICATION. We 
desire to obtain the printing of 
monthly publication where colour 
and half-tone printing of the finest 
quality is essential. Enquiries treated 
in confidence to G. F. Tomkin Ltd 


Printers, 50)-S Grove Green Road. 
Leytonstone, E.11. Telephone: LEY- 
tonstone 1164-5-6 


MISCELLANEOUS 


STOCK HEADS AND PIN-UPS for 
advertising agents, etc For particu- 
lars of studio facilities, fashion photo 


graphs and enormous model files 
{coloured people), contact Philip 
Gotlop Photographs Ltd., 24 Kens- 
ington Church Street, W.8 Western 
4130 

DEBTS COLLECTED, London and 
throughout Britain No commission 
unless results Brilegal (established 


1919), 80 Leeds Road, Bradford. 1 


EXPERIENCED ADVERTISEMENT 
MANAGER seeks change Wou!ld 
consider any branch of advertising 
offering interesting job, either selling 
or administrative. London area only 
Box 4883 Ad. Weckly 180 Ficet St EC4 


AMERICAN “KNOW-HOW” can be 
yours if you have writing, public 
relations, editorial vacancy. A.B 
newspaper, agency, magazine experi- 
ence. Some radio 


Box 4896 Ad. Weekly 180 Fleet St EC4 


EXHIBITIONS AND DISPLAY. Young 
man aged 24 with 8 years’ advertising 
cxperience, seeks Progressive position 
in Manchester area. 

Box 4899 Ad. Weekly 180 Fleet St FC4 


REPRESENTATIVE, lady. experienced, 
varied media, secks London-based 
position Good connections and 


references 


Box 4822 Ad. Weekly 180 Fleet St BC4 
RETURNED FROM TRAVELS. 


daptable, enterprising young women 
(24) with London film publicity 
experience and New York fashion 
ditto secks copywriting and/or 


liaison job in either ficld, or anything 
related 
Box 4915 Ad. Weekly 180 Fleet St EC4 


COPYWRITING _ (free-lance) Tech- 
nical or General Sales Publicity. 
Handbooks, instruction manuals, 
sales literature, direct mail, articles, 
etc Go anywhere. Mechanical / 
Electrical training 


Box 4869 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


TV. FILM MAKE-UP ARTIST AND 
HAIR STYLIST. Daily and weekly 
Wendy.”" Hillside House, Farn- 


borough, Kent 


TWO experienced typographers require 
high-class free-lance work including 
brochures, booklets, etc 


Box 4931 Ad. Weekly 180 Fleet St EC4 


tNPERIENCED FREE LANCE seeks 
working arrangement with Agency or 
Studio 
Box 4837 Ad. Weekly 180 Fieet St EC4 


ARTIST specialises in 
subjects. Can you use me? 
Box 4919 Ad. Weekly 180 Fleet St EC4 


architectural 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers wish 
to contact artists able to design 
attractive cards—Christmas, Birth- 
day and Special Occasion—suitable 
for general market. Novelty of 
design and/or fold of card particu- 
larly interesting. Roughs or art- 
work should be sent for con- 
sideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON . SURREY 


ADVERTISER'S WEEKLY 


FE LANCE SERVICES 


W. H. SMITH & SON 
invite 
FREE-LANCE 
ARTISTS 


to contact them with 
specimens of their work 
TELEPHONE 
OR WRITE TO 
MR. W. A. WHITE 
W. H. SMITH & SON LTD 
PUBLICITY DEPARTMENT 
Il MILFORD LANE 
STRAND, W.C.2 
TELEPHONE : HOLBORN 4343. 


TWO TOP-LINE ARTISTS. 
design, illustration and finished art- 
work to highest agency standards on 
modest free-lance basis. Tel FLE 

0) or 
Box 4916 Ad 

RETOU CHER, 
new contacts 


Box 4884 Ad 


Visuals, 


Weekly 180 Flee: 
long experience 


St Ec4 


secks 


Weekly 180 Fieet St EC4 


FREE LANCE 
DESIGNERS 


The Design Department of 
J. Lyons & Co. Ltd., Cadby Hall 


are interested in Food Packaging, 
Typography, Graphic design for 
original Menus and other similar 
work. Telephone for appointment 
Riverside 2040, Ext. 1094. 


SALES AND WANTS 


COLOUR TRANSPARENCIES wanted 
for block making, first-class still life 
and close-ups where texture and sub- 
ject assumes major importance 
plate minimum size Send 
size, subjects, reproduction fees and 
shots—on approval to D. J. Woodroff, 
Doig Advertising Ltd., 12 Great Nort 


Road, Newcastle-upon-Tyne, 2 


ACCOMMODATION 


FLEET STREET. Bright office Ist 
floor to let Low rent 
Box 4932 Ad. Weekly 180 Fleet St BC4 
OFFICE with telephone to be ict 
Ficet S 


t 
Box 4913 Ad. Weekly 180 Fieet St EC4 


SPECIAL ANNOUNCEMENTS 


See October 26 
ADVERTISER'S WEEKLY, pages 
50, 51, 52 and 53, for the 
Services & Supplies Feature. 


issue of 


November 23 will be the 
next issue containing this 
Feature. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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Post free 


STOP PRESS 


W 0 MH L p : S Ballot on clubs’ 


amalgamation 


(See page 14) 
meeting of Pub- 


Special general 
licity Club of London on Monday, 
November 19, at Waldorf Hotel will 
discuss proposed acquisition of 
Aldwych Club headquarters and 
amalgamation of clubs. Members 


told that to run own “home” will 


C0 YWRI ER aint Tt 
Imperial Tobacco Co. notified 
; | shops and wholesalers that com- 


pany’s bonus paid to direct-account 
customers who sign a special agree- 
ment is to be doubled. Among pro- 
visions of agreement, which has 
existed for many years, is that 


stockists make reasonable displays 
of company’s goods, show advertis- 
ing material effectively, and make 
“reasonable efforts” to extend sale 


of firm’s goods. Rate of bonus not 
been changed since before war. 
Stockists are entitled to display and 
sell other companies’ goods. 


Divers Advertising moves to 52 
| Edgware Road, Marble Arch, W.2, 
on Monday. 
5 D. Meredew’s new range of 


Extend furniture to be advertised 
in class magazines by agents F. C. 
Pritchard, Wood & Partners Ltd. 


Afnual conference of the Scot- 

tish Federation of Meat Traders’ 

° ’ . ‘ p Associations decided that Federation 

We are looking for a copywriter who will either develop into, __ willl meet National Farmers’ Union 


(We already have the best) 


or is already, a CREATIVE GROUP MANAGER. sider scheme for advertising, home 
His copy must always be competing for top honours. — 

He must write with a marketing sense and know how to a | RN. 
make people want things, but the job is more catemtedy tn” antleusl paper, 
than a writing job. Late conn eoes oe 
It calls for the ability to see campaigns as a whole, prem end c0 pestes on London 
to inspire the art people, to make other writers’ copy sparkle Agents: Rumble, Crowther & 
and sell, and to discuss advertising at top level . : : 

from every creative angle. ee, Gt ae 
Get in touch with the Creative Director as soon as possible. Co, Lia und. former of the pulp 
All enquiries will be treated confidentially. ee Se tae te ee 


Pedal Club on Wednesday. 

industry should back cycling sport, 
and successes in it should be 
“adequately advertised.” 


| IPA holding two-day course at 
F.C. PRITCHARD, WOOD & PARTNERS, LTD., Belgrave Square tomorrow (Satur- 
_ day) and Sunday for Intermediate 
| students. 
bola Night next Friday will be in 
; | aid of NABS. 
Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the Proprietors, Business Publications Limited, 


registered offices: 180 Fleet Street, London, E.C.4, England (W, 
Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Rosd "Lonion SE. (Waterloo 3388). 
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